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We. and the Stations we- represent, salute 

the opening of the Fair; 4s members of the 
Communications Industry, we are proud to join 
in spreading the theme, "Peace Through 
Understanding," to audiences everywhere. 
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tB-Paramount to ask stockholders 
\ \) hilt outside bids for voice 

(ay^nson assures affiliates of resistance 



Exec director sought 
for radio study group 

A full-time executive director is 
being nought by the NAH-KAH 
Radio Methodology Study Steering 
Committee, it was announced by 
committee chairman George H 
Storer. Jr. 

He said. " I he man we are seek- 
ing must be an acknowledged re- 
searcher, but he also must have 
an understanding of and apprecia- 
tion for radio. \\ e can promise 
him all the help he need*, on re- 
quests, and we will guarantee him 
a minimum of interference. We 
ha\e the funds and the physical 
resources to bring his assignment 
to Iruition. W'c need only the 
right person to head the day-by- 
da} professional research. W'c wel- 
come candidates." 



■%vf York — AB-Paramount on 
>iy IV will ask stockholders to ap- 
p>ve elimination of cumulative vot- 
i| ftn attempt to thwart moves by 
m groups' seeking representation 
4 Att-P's board. 

f irm's prcxy. Leonard H. Golden- 
, speaking at NAB Convention, 
■ rtfinis«d ABC affiliate station ovvn- 
@ he would resist outsiders' efforts 
ti gain a voice in network affairs 
t*oiigh board membership on the 
uh's pa ten t com pany . 
I Itefce prominent of the two fac- 
kin$ seeking spots is led by Norton 
SVo, president of California-based 
} nt Foods & Industries which holds 
*x&5% interest in McCall Corp. Si- 
:|n, Who is also executive commit- 
M chairman and board member of 
wCsJl's, recently added more than 
l?,G(IQ shares of AB-Pnramount 
skk to his extensive securities port- 

liO. 

w " 

lifftrin leaves Y&R, 
fcassigned to Grey 

tork — Bufferin, which spent 
»pat $14 million on TV in 1963, 
M go to Grey Advertising, accord- 
|i to- Bristol-Myers. Shift marks end 
m 15-year tie with Young & Rubi- 

| Change was dictated by B-M pol- 
|i» of assigning competing products 
R< different agencies, says William 

I BxistoJ 3rd, president of products 
r*ti||©n, Y&R has been handling both 

Llferin and Excedrin, a competing 
Mdmhg remedy. Bufferin is cur- 
prltly billing about Sll million, some- 

vjtt below last year. 
MR will continue to handle S6 
Ipllion Excedrin account, as well as 
►S JHepatica and several new prod- 
m». Bristol noted that other com- 
Lfjir^ products were not at different 

j;neies- — Ban and Mum in dcodor- 
Ir, fiteld, Score and Vital is in hair- 

I ptey first began handling Bristol- 
Pfen> products two years ago when 
U picked up Trushay, later acquired 
Ipm, Mum Mist, and Score, a new 
, 1 rdressing recently put into nation- 
Bdteribution. 

■Within last five months. Grey has 
P>ied more than $20 million to its 
Hiflrgs, including Proctor & Gam- 
ps joy detergent, Hamilton watch- 
H H. J. Heinz baby foods, pickles, 
hil ire&hes. 



Putnam Growth Fund, Boston- 
based mutual fund, and \\ alter R. 
Scheuer, partner in Oppenheimer Jk 
Co. and Wall Street brokerage firm's 
Oppenheimer (mutual) Fund, com- 
prise second bidding group. 

Hunt Foods <& Industries has no 
connection in any manner with activ- 
ities of Texas millionaire H. L. Hunt. 

Liquor ads pend 
as Schenley delays 

Nov York — Box score for hard 
liquor advertisers on New York's 
WQXR stands at one out and one 
postponement — with a powerful line- 
up and strong "bench" opposed to 
the station's venture into a still-ta- 
boo area of broadcast advertising. 

Recent Schenley announcements 
that "copy problems" had forced a 
delay to April 20 for the inception of 
its whiskey ads followed on heels of 
distributor McKesson St Robbins' 
change of heart, which resulted in 
Galliano liqueur ads replacing planned 
promotion for Muirhead's Scotch. 

WQXR as yet has no plans for lin- 
ing up a hard liquor replacement 
when McKesson & Robbins' 1 3-wcck 
contract expires in July, especially 
since Schcnlcy's ads arc yet to reach 
the air. 

If opposition of NAB via LeRoy 
Collins, of Distilled Spirits Institute, 
and of Senators Pastore and Magnu- 
son deters Schenley, this may spell 
the end — for the time being — of 
WQXR's attempt to break the "sound 
barrier" to whiskey advertising. But 
if the end comes, it'll more likely be 
the result of lack of sponsor courage, 
not a WQXR backdown. 



Grant Giants' web 
three-year extension 

A one-year association established 
last year between Ivy Broadcasting 
Co. and W N LAV New York to broad- 
cast all games pla>ed b> the NFL's 
New York Giants has been extended 
to 1967. The New York City station 
will feed an expanded SO-station hook- 
up from Maine to Florida, the second 
long-range major sports radio net- 
work operated by Ivy. One other is 
the Syracuse University Football Net- 
work, with 45 affiliated stations, es- 
tablished in 5959.) 



FC&B PINPOINTS 
NETWORK CONTRACTS 

New York — As v ice president 
and national director of broadcast 
for Foote. Cone A Bclding. Samuel 

H. Northcross has been given respon- 
sibility for all radio-IV network 
contacts, in move toward "better 
communication with networks, as 
well as between various FC&B of- 
fices and between media and broad- 
cast departments." 

All negotiations for network spon- 
sorship for all clients will be handled 
by Northcross or his associates: Ed- 
ward Stern and Robert Daubcnspcck. 
Chicago; John Owen and Peter Bar- 
dach. New York; Sherman McQueen. 
West Coast. Other network negotia- 
tions — • scatter plans, participations, 
package bu>s, etc. — will go via 
local media departments in conjunc- 
tion with Northcross' office. 

EIA reports color set figures 

Washington — Li.i reports V0.S50 
color IV sets were produced during 
February , up nearly 2000 from Janu- 
ary figures when the association first 
began reporting on color receivers. 
Black and white TV production for 
first two months of 1964 is nearly 
30 percent above 1963, thanks in 
part ot all-channel receiver production 
nearly double last year's output 
Higher distributor sales are also re- 
ported. 

Although radio sets produced this 
February are slightly below last year's 

I. W million units, distributor vales 
tor the month rose over 1 9<>3 fig. 
uro. as did production totals for 
the two month period. 
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Agencies' future bright, 
FC&B chairman believes 

San Francisco — "The future pros- 
pects of the agency business are, 1 
believe, bright," Robert F. Carney, 
chairman of Foote, Cone & Belding 
told security analysts in San Francis- 
co last week. 

As size of market place grows rich- 
er and bigger, advertising will be 
needed more and more, he said. Sim- 
ply put, sellers will have to look in- 
creasingly to advertising to seek out 
consumers and persuade them to buy. 

In month that's passed since Fed- 
eral tax cut, some $600 million have 
been added to income of individual 
taxpayers, or about $20 million a 
day, he pointed out. 

Authoratative sources show total 
volume of advertising in United 
States was about $50 million in 1857, 
passed $4 billion in 1947, and was 
slightly more than $13 billion last 
year. Average annual growth rate 
has been just about 5% since 1956, 
he said. 

Of $13 billion total U.S. advertis- 
ing in '63, about $5 billion was strictly 
local, according to Carney. Another 
$2.5 billion went for mailing pieces 
and miscellaneous advertising. Re- 
maining $5.5 was placed by some 
3,500 agencies, the bulk of which, 
$3.8, was placed through just 50 
agencies. 

Range is fairly extreme, he pointed 
out. Published figures show that in 
1963 the largest agency had dom- 
estic billings of $311.8 million, al- 
most 15 times that of the 50th rank- 
ed agency, which had billings of 
about $20 million. 

Last year Foote, Cone & Belding 
placed seventh, with domestic bill- 
ings of $136.5 million; international 
billings ran $157.4 million and 
ranked in sixth place. Carney said 
the agency's billings have multiplied 
about six times since 1943. 

The very factors which contribu- 
ted so dramatically to advertising's 
growth since World War II are even 
more compelling today, he said. They 
are population growth (number of 
families is likely to grow from 57 
million to 66 million in next ten 
years), increasingly rich market (per- 
sonal income is likely to go from 
$402 billion to a projected $595 
billion in 1973), Carney also men- 
tioned the number of media avail- 
able for investment by advertisers 
has been greatly broadened; there 
has been u great trend toward self- 
service in many consumer areas; and 
expenditures in research and devel- 
opment have increased tremendous- 
ly, adding significantly to need for 
advertising. 



'Certain' liquor ads 

Certain programs on certain sta- 
tions in specific parts of the country 
could carry liquor advertising with- 
out adverse effects on the commu- 
nity the station serves, says the chair- 
man of NAB's Kalio Board, Ben 
Strouse. But he emphasizes that this 
is strictly his personal opinion as a 
license broadcaster, and not in bis 
NAB capacity. 

Meantime, the TV Code Review 
Board passed a resolution strongly 
reaffirming the present TV Code pro- 
vision which prohibits the advertising 
of hard liquor on the medium as not 
in the public interest. 

Departing from his prepared text 
during the Radio Assembly at the 
NAB conclave, Strouse said he re- 
alizes that the mere mention of hard 
liquor alvertising arouses strong op- 
position on Capital Hill and among 
many members of the liquor in- 
dustry, but he believes "very strong- 
ly in this maturing industry." 

One area he thinks advertising 
could be placed well is on "some 
hard-pressed FM stations with strict- 
ly adult programing." However, he 



win Strouse's own OK 

suggests a study be undertaken 
NAfiy possibly through the Code Au- 
thority or the Code Boards, "to learn 
all the facts about liquor advertis- 
ing." 

Strouse asks: "VYhaf really wauM; 
happen: on Capital Hill if selected 
stations, under controlled conditions, 
carried liquor advertising? What 
would be the reaction of our good 
friends among the breweries and in 
the «ine industry? 

"Is it true or false that we mt&L 
face legislation which would outlaw 
beer or wine if we attempted ft 
carry hard liquor? If hard liquor ad- 
vertising were to be approved, what 
kind of rules could be drafted ?e 
prevent irresponsible stations from 
going hog-wild on this matter?" 

He adds: "I do not think the an- 
swer to this problem is that every- 
one should carry hard liquor ate 
vcrtising at all times, Nor do I thinlc 
the answer is for us to raise our 
hands in horror and say 'No * * » 
No . . . Can't do.' I think this fesuf 
requires intensive study and pos- 
sible, eventual Code amendments/ 



Tv elections. Haverlin 
award, end NAB conclave 

Chicago — NAB convention wound 
up with TV board elections and a 
special award to Carl Haverlin, re- 
tired BMI prexy. 

Newly elected to two-year NAB TV 
board slots were station execs Robert 
W. Ferguson, exec v. p. WTRF-TV 
Wheeling; Crosley Broadcasting pres- 
ident John T. Murphy; and J. S. Sin- 
clair, president of Providence's 
WJAR-TV. Reelected to second two- 
year terms were; Mike Shapiro, gen- 
eral manager. WFAA-TV Dallas; 
Gordon Gray, president KAUZ-TV 
Wichita Falls, Tex. and WKTV Utica, 
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TIO produces TV spots 

Two of a scries of 20-sccond 
spot announcements being pro- 
duced by Television Information 
Office for on-air use of TV sta- 
tion was screen for broadcasters 
during a presentation at the NAB 
convention. TIO director Roy 
Danish said the spots will empha- 
size the diversity of programing 
available on TV, one demonstrat- 
ing this through use of stop-action 
scenes, the other through an ab- 
stract, semi-animated process. 



N. Y.; and Meredith Broadcast 
chief Payson Hall. 

Carl Haverlin, now director > 
broadcasting relations for Holly! 
Museum, accepted special disti 
guished doctor of broadcasting (HOI 
award for his contributions to fti 
rcss of broadcasting. 

Final convention note was a fl# 
attendance record Of 3826, nf|J 
300 over 1963 registrants' total, ifo 
had been previous record. 

Screen Gems nqmes two 

New York — Jack Martin, Su 
merly commercial film producer # 
Fred Nilcs Inc., was named salt 
rep in Chicago office and John J&m 
former vice president for Gr|f 
Films in Hollywood, to a state 
West Coast post for E.U.E, CjPfi 
mcrcial and Industrial Film Divisie 
of Screen Gems Inc. Move is- "«JH 
at expanding and strengthening Jlfift 
East-West coast planning and ftU 
duetion." 

17M saw Johnson 

New York — Conversation wit 
the President, hour-long taped ffll 
view with President Johnson earrie 
by three TV networks March If 
reached an estimated 17 Riff 
homes Or 34 percent of TV resfd'W 
cs, according to Nielsen. 
Kennedy interview Dec. 17, 194' 
reached 22 million or 44 perasii. 





puzzle: 

SWITCH 
BOARD? 



At Young & Rubicam in New York, Jim Stack, Art 
Jones and Tom Lynch are Media Account Supervisor, 
Associate Media Director and Media Buyer, though not 
necessarily in that order. 
When the incumbent at the agency switchboard went on vacation 
recently, a new operator was pressed into service and left to struggle 
as best she could with the dazzling complexities of names, ranks 
and extension numbers. During her first day on the job she gave the 
following information to various callers: 
"I'm sorry, sir, Mr. Stack is not the Media Buyer." 
"No, ma'am, Mr. Lynch is not the Associate Media Director." 
"Mr. Stack is the Associate Media Director. I'll connect you." 
"No, sir, Mr. Lynch is not the Media Buyer." 
Unfortunately, only one of these statements was correct. Which 
one? Who's who? Address answers to: Puzzle «99, WM AL-TV. 

mm* 

Media Directors and Time Buyers eliminate job com- 
plexities by using WM AL-TV. Assures clients of a 
direct line to an important segment of Washington's 
high-income, free-spending population. Check prime-time 
availabilities on "News-7" (6 to 7 p.m. Mon.— Fri.) 
and the follow-up "Comedy Hour" (7 to 7:30) with 
Harrington, Righter & Parsons, Inc. 

Puzzle adaptation courtesy Dover Publications, New York, N.Y. 1001 1 



wmal-tv $ 



Evening Star Broadcasting Company WASHINGTON, D. C. 
Represented by: HARRISGTOS, RIGHTER A. PARSONS, Inc. 
Affiliated with WMAL and WMAL-FM, Washington, 0. C; WSVA-TV and WSVA, Harrison^ | Vi 
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GENERAL 

Don't push public too far, Henry tells station men 

Industry'}; major spokesmen warn of Pay TV at NAB's 
animal convention 

Bumper crop of admen survey new products 

Distributors, producers, syndicators,. jinglesuiiths at NAB 
convention report high interest among top ad shops 

Don't let them grind you down 

Programming expert denounces Pay TV and those who 
support it in controversial highlight of NAB conclave 

AGENCIES 

Computer use rises 

Computers in agencies have tripled in JO months, hut new 
applications are slow to develop 

TIME/BUYING & SELLING 



Guide to becoming a first-rate timebuyer 

How to get into the wonderful, yet demanding, field — and then 
how to succeed by really trying 

Is quality programming a neglected sales tool? 

MJ&.A vice president sees over-improving research techniques a ha$u 
to timehiiying, hut program quality is sorely neglected, lie states < 

TV MEDIA 



Few really new themes in TV commercials festival 

Despite fact that largest TV advertisers are represented, 
admen see no breakthrough 



RADIO MEDIA 



FM listeners becoming "mass" audience 

Study by Portland, Oregon, station shows that FM listeners still 
have above-average characteristics 



SYNDICATION & SERVICES 



Tape wrinkles abounding in both TV and radio 

New developments in tape recording for aid media put stress 

on portability, sophisticated editing, and automatic operations 
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or Cleveland acquisitives ... A NEW SYMBOL 

"Ms Harlequin announces to Cleveland Acquisitives that WJW TV is the first and only 
Ceveland station transmitting local programs in ULL Another example of WJW TV 

l3dership . . . and another reason why your sales messages are delivered with top impact 
-on WJW-TV. 

r ^c-quis'-i-tive — given to desire, to buy and own. ACQUISITIVES WATCH 
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IN LOS^ANGELES "fr 

1,000,000 

SPANISH SPEAKING 
PEOPLE SLIP THROUGH 
YOUR FINGERS WITHOUT 
THE HELP OF SPANISH 
LANGUAGE RADIO KWKW 

THIS CAPTIVE AUDIENCE 
CAN BE YOURS! 

KWKW has 20 years 
experience in serving 
this market! 

• Average yearly income 

— over $800,000,000 

• Automotive products 

— $72,540,000 annually 

• Food products 

— $434,700,000 annually 

• 47.5 own their own homes 

IN 1963 OVER 100 NATIONAL AND 
REGIONAL ADVERTISERS HAVE 
NOT LET THIS MARKET SLIP 
THROUGH THEIR FINGERS. 

KWKW 

5000 WATTS 

Representatives: N.Y. — National Time Sales 
CHICAGO — National Time Sales 
LOS ANGELES— HO 5-6171 
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I'm plain pooped 

As I write this I'm sagging slightly. 
" In fact, I'm plain pooped. 

This is the 42nd Annual NAB Convention and I'm glad its almost (4 
It's not just that I'm growing older. The Convention isn't whaj 
used to be either. 

It's getting bigger and lasting longer. 

This year's edition attracted 4,000, That's bigger than ever. And 
full program (including main tent and side show events) runs nearly a w< 
You get in on Friday if you want to attend the fm sessions and tfifj 
! finish until kite Wednesday. 

The trouble is that there's a committee, or association, or spllr! 
group for everything. They can't all fit into Monday through Wedncstj 

I'm tired, and I'm not even a broadcaster. 
1 Imagine how I'd feel if 1 were a station man with am. fm, 
I interests who belonged to the FM Association, AMST, RAB. TvB. Tj 
{ TV Stations, Inc., TAC, was affiliated with a couple of TV networks 
I served on a couple of committees. 
I guess I'm lucky. 
But it's worth it. 

This was a different kind of convention. There was some talk itti 
crises, but there were only one or two. They didn't come in bunches. 
This was a businesslike convention. 

Since the editorial department tells me that they're reporting the I 
ecedings in several pages I'll stick to a few impressions in my column, 

NAB President LeRoy Collins — he fought his courageous bai 
against impeachment during the NAB Board meeting in February. T| 
Convention he became a member of the family. I expect hirri to provf 
stature as a remarkably able leader in the year ahead. 

FCC Chairman E. William Henry — he's no Minow. At the age oif L 
he can hardly be mellowing. Let's say that the regulatory atmosphere is 
pressure-packed. 

The ABC-TV fall lineup — unveiled at the NAB, it's the most prOn 
ing in years. I haven't seen CBS-TV's and NBC-TV's offerings, had 
suspect the race will be more competitive come fall. 

Piggybacks — you'd have thought the agency boys worked for I 
pollsters. They were busy quizzing station men on their •'clutter" attitjiffl 
[ especially piggybacks. According to my own personal check, there mm 
far more advertising and agency people around than ever before. 

Pay TV — if the Convention had a crisis this was it. The Commiss i* 
hasn't made up its mind how to look at fee TV. A documented denuneiatJ 
of the pay system delivered by Herb Jacobs scored heavily (see coriipH 
text page 28). 
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What makes a great salesman? 



jSafwball's darkest hour was the wiri- 
er of 1920-21, when the "Black Sox 
scandal" became public. Fans were 
hocked to learn eight Chicago White 
mt players had thrown the 1919 
jpVorld Series. Experts credit an 
I'incorrigible" orphan with reviving 
•nterest in the game. George Herman 
Path's sensational play during the 
921 season — including a new record 
»f 5$ home runs — re-sold Americans 
>n their national pastime. 



People loved to me Babe Ruth 
smash home runs out of the park and 
trot around the bases. He glamorized 
baseball, initiating an exciting new 
era — one in which homers were 
stressed over defensive play. The 
Great Babe was so idolized, fans 
nicknamed gigantic new Yankee 
Stadium "The House that Ruth 
Built." 

Babe Ruth was a born showman 
who always rose to the big moment, 



doing his greatest deeds when crowd i 
wen.* biggest. The crowds rescinded by 
making him the top ba<H"hall drawing 
card of all time. The Storer station* 
have remarkable jwpular appeal, too. 
They're individually programmed to 
fit siK-cific community ncvd.s arid pref- 
erences— and turn more listeners and 
viewers into buy cm. In New York, 
Storer 's great salesman is WHN, an 
important station in an important 
market. 
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So many advertisers, agency and 
broadcaster elements make a family 
of the broadcast advertising indus- 
try but are kept, rightly so, quite 
separate in fear of incestuous pat- 
terns which could breed an idiotic 
future. 

It is no striking coincidence that 
the differences between these ele- 
ments are essentially the same on 
both sides of the Canadian border, 
or that the issues which create dif- 
ferences are twin peas in the same 
pod. 

At the NAB Convention in Chi- 
cago and the CAB Convention in 
Quebec City, I found that all of the 
issues dealing with broadcast ad- 
vertising were alike but for slight 
geographical and perhaps political 
accents. And no matter what atti- 
tudes evolve out of the skirmish 
with these issues, they are at least 
parallel because the ethical as well 
as practical considerations with 
which they are fought are also paral- 
lel. 

The agenda of the lunch-table, 
ante-rooms, and everywhere but the 
podium, is as similar in the United 
States and Canada as it is, in both 
countries, different from the of- 
ficial one. 

Clutter, piggy-backs, overcom- 
mercialization, ratings, pay-Tv, 
CATV, cigarettes, beer-wine-whis- 
key-gin and government meddling 
and controls: All are common. And 
common, too, is the difficulty of 
communication between the family 
elements. And while that is trying, 
it is not unhealthy or dangerous. 

In Chicago and in Quebec I be- 
came more convinced than ever that 
the trade press was being looked to 
by the differing members of the ad- 
vertising, agency and broadcast 
family for its role of catalyst and 
special ability to distill the explosive 
from the essential and present the 
cooled chemistry for analysis. 




Video tape stations 

That was a good story on the new 
3M campaign to aid video tape 
equipped stations to get more use 
and more revenue out of their in- 
vestment in tape. 

However, there was a disturbing 
typo in the first sentence which 
reads that " . . . 60 of the nation's 
commercial TV stations have video 
tape facilities . . ." 

In fact, as of March 1st, 361 of 
the nation's commercial TV stations 
have video tape facilities by our 
latest carefully surveyed account. 
Twenty-two other stations respond- 
ing to our survey wrote that they 
intend to install video tape facilities 
"in the near future." 

One other correction: The Pat 
Carroll commercial for Pcavy Com- 
pany, which was taped at a mid- 
western station and won second 
place in the American TV Com- 
mercials Festival, was actually a 
commercial for the Russell Miller 
Flour Company, taped at Videotape 
Center and won a first (and second) 
place award at the American TV 
Commercials Festival — first place 
in under $1000 budget, and second 
place in its product category. 

Philip Nicolaides 

Videotape Productions 
of New York, Inc. 
New York, N. Y. 



Italian reply 

It was a surprise to receive the 
three-part series of sponsor on 
Italian advertising (March 9, 16, 
23). Timing was perfect for us. 

I find the article extremely in- 
teresting and clear. T like to thank 
you for the nice part you gave 
Bates and myself. 

There arc two corrections I 
would like to make. First, where 
you quoted me: "Industry here has 
enjoyed a prosperity wave, and in 
many items, like household appli- 
ances, there is more demand than 



supply, creating real competition,.' 
It should read: "There is more 
supply than demand, creating jell 
competition." 

What I meant was that the Ital- 
ian household appliance industry 
(as an example) in the wave ef 
prosperity has come to overpro- 
duce, creating real competition 
among the various producers and 
thus making them aware of tltlj 
necessity of good marketing and 
advertising. 

Second, also the quotation abom 
graphism in Italian advertising 1 
a little distorted. What I meant was 
that, at Bates, we think that the 
copywriter is the one that should 
also visualize in his mind the flail 
ad. 

I hope you will be back to this 
side of Atlantic soon, and, if Milan 
is in your plans, please let me know, 
and I will be delighted to sec yOfl 
again. 

Marco Cicero 

Co-managing director 
Ted Bales & Co., S.P.A. 
Milan, Italy 



In correction 

A typographical error last issue 
brought us a number of telephone 
calls. 

The NTI price increase aiv 
nounccd last week is 7.5%. rM 
15% as reported. This is the first 
price adjustment for NTI in f'm 
years. It is a result of service im- 
provement (five-year forced sample 
turnover, measurement of Mountain 
States) and rising costs in general 
Charges for the Broadcast RatilsH 
Council Audit arc not yet known 
and are not reflected. 

Since SPONSOR is a prime 
source of industry news. 1 am cm 
tain you will want to correct the 
record. 

Erwin II. Kpliron 

A. C. Nielson Co* 
New York, N. Y. 
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{ £fwuc smftment is everutfiinq. 



"^fuvuc sentiment is e ^ 

ufr&c sentiment yiotfiina can -fail; 



without' it,no$inq ccuisuee&i 

^ Ottawa, iflinois-?] (lajust /53b' 



WGN proudly announces 
I another special service to the 
> world of broadcasting. During 
'the 1964-1965 World's Fair in 

New York, WGN has exclusive 

radio and television rights to 

the daily programs honoring Abraham Lincoln from 
the Lincoln Theatre of the Illinois "Land of Lincoln" 
'pavilion. Special events in the theatre may range from 




The H'C.V Anard to cont ributing 
spt\iker<- at the Illinois- Lmcohiia 
exhibit. .Veni York World's Fair. 



addresses by world f m us Lin 
coin schol irs r distmgui he i 
members of our g vcrnment t 
the reading of an cghlh gndc 
Lincoln essay by its y uthful 
author. For a \ a liability of 
ncn *-/i//ns and audio tapt"- of f /i<*m- < \c lu^u < pro- 
^r.nns n ntc • Tradition of Line In. WGX Inc , J 501 
Wist Bradley Place, Chicago. Ilhn is 606 IS. 



A NiTirjNvV OE SERVICE OF 



WGN 



PAO 0 • TELE S ON • Cm CSGO 
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HotShots! None hotter! Paladin of " Have Gun . Will Travel " is currently scoring a 
direct hit in markets coast to coast. Ratings for the time period are up 67% in New York, 
up 35% in San Francisco, up 164% in San Antonio, up 27% in Atlanta, up 80% in Chicago, 
up 176% in Fresno, up 26% in Charleston, up 223% in Detroit. Now " Marshal Dillon," 
one of the hottest properties in television history, joins Paladin in syndication. Practically 





i 
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a permanent fixture on the list of the top-rated programs on television, the Marshal was a 
runaway audience hit right from the start in his highly-competitive Saturday night time 
slot, and the nations number one television attraction for four consecu tive years! These 
sharpshooters, together or separately, can help zero you in on giant audiences and sales. 
Call us! Offices in New York, Chicago, San Francisco, Dallas and Atlanta. # CBS FILMS 
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APRIL 

Society of Motion I'icturc & Tele- 
vision Engineers, 95th technical con- 
ference, Ambassador Hotel, Los Ange- 
les (12-17). 

Intl. Radio & TV Society, News- 
maker Luncheon, Waldorf-Astoria, 
N.Y., main speaker to be Robert 
Moses, president of N.Y. World's 
Fair (13). 

Film Producers Assn. of N. Y., 
workshop on "How effective Use and 
Distribution of Sponsored Films Can 
Help Achieve Your Marketing Goals" 
held with cooperation of Assn. of 
National Advertisers, at Plaza Hotel, 
N. Y. (14). 

Screen Extras' Guild, special mem- 
bership meeting, Musicians' Audi- 
torium, Los Angeles, 8 p.m. (14). 

Professional Photographers of Am- 
erica, deadline for entries in fourth 
National Exhibition of Advertising 
Photography, headquartered at Mil- 
waukee (15). 

National Conference on Public Ad- 
ministrations 1964 meeting, Statlcr 
Hilton Hotel, New York (16). 

Women's Advertising Club of 
Baltimore, advertising seminar, Shera- 
ton Belvedere (16). 

Chesapeake AP Broadcasters Assn., 
annual meeting, Sheraton Belvedere 
Hotel, Baltimore (16-17). 

Bedside Network of Veterans 
Hospital Radio & TV Guild, 16th an- 
niversary ball, New York Hilton (17). 

Radio-TV Guild of San Francisco 
State College, 14th annual radio-TV 
conference and dinner, on campus, 
S. F. (17-18). 

New Mexico Associated Press 
Broadcasters Assn., annual meeting, 
Western Skies Motor Hotel, Albu- 
querque (18). 

Advertising Club of N.Y., 14th an- 
nual Inside Advertising Week for col- 
lege seniors, Biltmore Hotel, N.Y. 
(19-25). 

Financial Public Relations Assn., 
South Central regional meeting, Brown 
Palace Hotel, Denver (20). 

Associated Press, annual meeting, 
President Johnson to speak, Waldorf- 
Astoria, N. Y. (20). 

Society of Typographic Arts, first 
annual Trademarks/ USA national re- 
trospective exhibition of American 
trademarks, symbols, and logotypes, 
Marina Towers, Chicago (opens 20). 

National Academy of Recording 
Arts and Sciences, third annual sym- 
posium in association with Bureau of 
Conferences and Institutes of N.Y. 
University's Division of General Edu- 
cation, titled "Recording and Music: 
Culture, Commerce, and Technology," 
at Hotel Lancaster, N.Y. (to 22). 

Television Bureau of Advertising, 
annual spring board of directors meet- 
ing, Greenbrier, White Sulphur 
Springs, W. Va. (22-23). 

American Assn. of Advertising 



Agencies, annual national meeting, 
The Greenbrier, White Sulphur 
Springs, W. Va. (23-25). 

Advertising Federation of America, 
fourth district convention, Tampa, Fla. 
(23-26). 

Pennsylvania AP Broadcasters 

Assn., annual meeting, Boiling Springs, 
(24). 

Georgia AP Broadcasters' Assn., 
annual meeting, Atlanta (25). 

Affiliated Advertising Agencies Net- 
work, annual meeting, Andrew John- 
son Hotel, Knoxville, Tenn. (26-May 
2). 

Womctco Enterprises, annual stock- 
holders' meeting. Forest Hills Theatre, 
Forest Hills, N. Y. and at World's 
Fair (27). 

Assn. of Canadian Advertisers, an- 
nual conference, Royal York Hotel, 
Toronto (27-29). 

Society of Photographic Scientists 
& Engineers, 1964 international con- 
ference, Hotel Americana, N.Y. (27- 
May 1). 

Dallas/Southwest Industrial Trade 
Fair, State Fair Park, Dallas (28-1). 

Station Representatives Assn., 1964 
Silver Nail-Gold Key Awards, Wal- 
dorf-Astoria, N. Y. (28). 

American Film Festival, sixth an- 
nual by Educational Film Library 
Assn., 16mm competition, Hotel Bi It- 
more, N. Y. (20-May 2). 

American Women in Radio & Tele- 
vision, 13th annual convention, Mayo 
Hotel, Tulsa (30-May 3). 

American Marketing Assn., New 
York Chapter's second annual new 
products conference, Hotel Delmonieo, 
N.Y. (30). 



MAY 

Southern California Broadcasters 
Assn. — University of Southern Cali- 
fornia's joint third annual Radio Sem- 
inar, USC eampus (1). 

Kansas Assn. of Radio Broadcast- 
ers, annual convention, Lassen Hotel, 
Wichita (1-2). 

Kentucky Broadcasters Assn., spring 
convention, Louisville Sheraton Hotel 
(4-6). 

Missouri Broadcasters Assn., annual 
meeting, Columbia (5-6). 

CBS-TV, annual conference of net- 
work and affiliate executives, New 
York Hilton (5-6). 

Electronic Industries Assn., work- 
shop on maintainability Of electronic 
equipment. Sheraton-Jefferson Hotel, 
St. Louis (5-7). 

Greater Augusta Advertising Club, 
annual eleetion mectimi. Downtowner 
Motel, (7)). 

Montana AP Broadcasters Assn.. 
session at Lewiston (7). 

California AP Radio-TV Assn.. 
session at Hyatt House, San Jose (9). 

Indiana AP Radio-TV Assn., ses- 
sion at Indianapolis (9). 



California A P Radio-TV Assn., a 
nual convention, San Jose (8-10), 

Pennsylvania Assn. of Broadcast? 
annual meeting, The Inn, Buck H 
Falls (10-12). 

National Retail Merchants ,Am* 
sales promotion division eonverifck 
Hotel Americana, N. Y. (10-13), 

Direct Mail Advertising Assn., < 
rect mail institute, University of Cfc 
necticut, Storrs, Conn. (10-15), M 
ordet seminar, Statler Hotel, Bo» 
(12). 

Assn. of National Advertisers, ■ 
sion at Waldorf-Astoria, N. Y. (1 
12). 

Sales Promotion Executives / 
seventh annual eonferen.ee, 
Hotel, N. Y. (11-13). 

National Academy of Rccordi 
Arts & Sciences, dinners for Gram 
Award winners, simultaneously I 
by its chapters in New York, Los A 
geles, and Chicago (12). 

American TV Commercials 
tival, fifth annual awards lunchee 
Waldorf-Astoria (15). 

Sales & Marketing Executives- In! 
convention, Palmer House, Chka 
(17-20). 

Ohio Assn. of Broadcasters, spfg 
convention, Commodore Perry Ho 
Toledo (21-22). 

Alabama Broadcasters Assn., spri 
convention, Broadwater Beaeh 
Biloxi, Miss. (21-23). 

Association of Broadcasting Exec 
tives of Texas, annual awards ba 
quet, Dallas (22). 

Louisiana-Mississippi AP Bro 
casters Assn., annual eonventji 
Jackson, Miss. (22-24). 

Emmy Awards 16th annual tclec 1 ' 
Musie Hall, Texas Pavilion, New Yo 
World's Fair, and the Palladium, He 
lywood (25). 

Catholic Press Assn.* convenlfe 
Penn-Sheraton, Pittsburgh (25-21). 

Art Directors Club of N.Y., awar 
luncheon, Americana Hotel (26). 

Visual Communications ConftaH 
(Art Directors Club of N. Y.), Wi 
York Hilton (27-28). 

American Research Merchandise 
Institute, Del CoronadO, San Dieg 
(31 -June 6). 



JUNE 

International Advertising A„ 
16th annual world eonqress, Walfe 
Astoria, N. Y. (7-10). 

American Academy of Ad-vcrtMtr 
annual convention, Chase-Park Hole 
St. Louis (7-10). 

Special Libraries Assn., 55th coi 
vention of advertising and publj^ffl 
divisions. Sheraton-Jefferson HoftsL'^ 
Louis (7-1 \l 

Georgia Assn. of Broadcaster., 
annual summer convention, CaUa* 
Gardens. G a . (1 3 - 16). 
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"Ih'ftd Cranddll 
is !))•( a L in <j records 
at WW IX' h'adio" 

YOU'RE ON THE AIR WHEN YOU CALL WNBC RADIO, 
PL 7-8866.TALK SPORTS WITH BILL MAZER FROM 4:30- 
6 PM. TALK ANYTHING WITH BRAD CRANDALL FROM 
7:45 PM TO MIDNIGHT. AND LISTEN TO THE NEWEST 
SOUND IN NEW YORK-YOUR OWN VOICE AND YOUR 
NEIGHBOR'S- ON WNBC RADIO, 660 ON YOUR DIAL. 

To hear your own commercials on WNBC Radio, call 
CI 7-8300. (Ask for Joe Frazer or NBC Spot Sales. ) 

I 13, 1964 15 
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YOU MAY NEVER SHOOT AM ARROW A HAIF-IMIE 



WKZO-TV MARKET 
COVERAGE AREA • NCS '61 



BUT... WKZO-TV Is On Target 
in Greater Western Mic 



an 



i 




Hating projections are estimates only, subject to any dejects 
and limitations oj source material and methods, and may 
or may not be accurate measurements oj true audiences. 



moid J 

WKZO KALAMAZDO-SATTLE CREEK 
WJEF GRAND RAPIDS 
WJFM GRAND RAPIDS- KALAMAZOO 
WWTV-fM CAOIILAC 

TELEVISION 

WKZO-TV GRAND IAP IDS-KALAMAZOO 
WWW/ CADILLAC-TRAVERSE CITY 
/WWUP-TV SAULT STI. MARIE 




KOLN-TV/ LINCOLN, NEBRASKA 

/KSIN-TV GRAND ISLAND, NEB. 



More viewers zero in on WKZO-TV than any other 
Michigan station outside Detroit. 

It's pretty much the same from the opening pull in the 
morning until the last bullseye at night. Add up these 
NSI (Xov. '6.3) scores: 

• 9 a.m. to noon, weekdays, WKZO-TV hits the mark 
with 8.? r r more viewers than Station "B." 

• Noon to 3 p.m., weekdays, WKZO-TV's center 
circle catches 25% more viewers than Station "B." 

• 7:30 — 11 p.m., Sunday through Saturday, WKZO-TV 
tallies with 24% more sets tuned than Station "B." 

Let your straight-shooting Avery-Knodel man tell yott 
about all the arrows in the WKZO-TV quiver! And 
if you icant all lite rest of upstate Michigan worth having, 
add WWrV/KWUP-TV, Cadillac-Saull Ste. Marie, 
to your WKZO-TV schedule. 

% Sultan Sclim of Turkey shot an arrow 972 yards in 17M 



WKZ0TV 

100,000 WATTS • CHANNEL 3 • TOGO' TOWER 
Studios in Bath Kalamaxaa and Grand Rapids 
Par Greater Western Michigan 

AvtJy-Knadel, Inc., fxefus/ve Notional Rtprtientalivti 
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COMMERCIAL CRITIQUE 



Commercials 
shouldn't be damned 



in.Ni cut i insxt of wk\ is ion 
commercials would appear to 
be damming all commercials not 
only from the standpoint of "t're- 
i|tiene\", but also in terms of art. 
Vrtieles on eommerciaK seem to be 
eoming up with the same alarming 
frequency. 

In a current article in 7 V (Uiirie. 
Martin Mayer refers to the National 
Football League's Championship 
ptflK broadcast from Chicago. Lo- 
eally it was projected on a theatre 
TV basis for paying audiences at 
■ reported rate of $7.50. People 
may from Chicago who watched 
he game on home screens finished 
he three hour broadcast "more 
han a little tired of a varied lineup 
if commercials'* — no one seemed 
o have missed the alternate charge 
>f seven to eight dollars. 

Then take the Winter Olympic 
overage. Tickets were selling for 
Trices up to $20 an event. I hen 
here was always the long haul 
jetting up the mountain to see the 
went, not to mention the distance 
ind cost from the United States to 
nnsbruek. But thanks to television 
\niericans could see the highlights 
R the events every night within 24 
lours after they took place — for 
lathing. And TV viewers at home 
njoyed a more intimate coverage 
4ian the chilled spectators on the 
lopes. Commercial sponsorship 
nade this possible. 

Commercial sponsorship as an 
cenomic system of financing tele- 
ision is probably not a matter to 
»hich the average viewer has given 
great deal of thought. On the 
her hand, the soaring costs for 
commercial minute have caused 
dvertisers to give commercial spon- 



sorship a great deal ol thought and 
have caused them to seek an in 
crease in the v alue ol their expo- 
sure. 

Advertisers natural!} regard the 
potential I V audience (estimated 
at approximately 47 million Amen 
can households by A C. Nielsen 
Co. — the market research firm > 
as an inviting target. I he cost of 
reaching this audience, hovvcvci . 
has taught advertisers that the term 
■"billion" is no longer a In pothetieal 
math term. This year advertisers 
will spend an estimated N 1 .4 billion 
on I V time and talent alone. 

Higher costs have pared the 
ranks of advertisers who can afford 
to sponsor all of a I V show \\ uh 
fewer chances to reach a potential 
customer during a program ( due to 
multiple-sponsorship ) I \ advertis- 
ers arc counting more heav ily than 
ever on the effectiveness ol the m- 
div idual commercial. 

I oday . the normal approach to 
selling goods via television has been 
to buy indiv idual commercial min- 
utes on network programs. \dv<_r 
tisers have leaned toward splitting 
their prime time minute par- 
ticipations to suil varied needs 
I his "area" of splitting undoubted - 
Iv leaves the viewer with the im- 
pression that there are more com- 
mercials. 

But what about commercials on 
the air today as compared with 
six or seven wars ago' Most eoin 
niercials today are technically "high 
quality productions." \ tew years 
ago I he industry turned out main 
more stand-up commercials w uh 
announcers behind a lable merelv 
handling the product I odav . 
commercials tell a story . sets are 




A' his t \ i nil i i" t s I i ■ 
/ r, i,l i< I it \li < m i f i < i >i 
I \ I i,l i I h.'ih n i> , I i , I 
S . r \ ,ii I . /•/, / //. r i i / 
/ * if t %' f \ ,1, i, ts* nil t'ft 
h ,1 I 1 1 , f \i i h lit r i s 1 * 
hill ■ I Hi urrn ,1 ,,t \ I < it 
Ml i< jr tin I it fit lilt llirtf 
mill i i i /« xtk \ ii \/i I nun lit" 
It, I \ i 1% > I', t n it, ,1 null lilt 

r \ sir, Ii ,1, p, in m, i t 



far more varied wnli greater atlen- 
i ion to detail and there is far more 
location shooting Xdveriismg ex- 
pe 1 1 s have assembled a good deal 
ol praclical dala on coiiiiiiuniea- 
tions. In the past, many advcrtis- 
ing approaches scored without 
knowing the molecular sirueture o! 
the bullet hitting ihe target I <kI.iv . 
that bullet has undergone a com- 
plete ballistic count 

Coupled vviih advertising effici- 
ency, main of our commercials .ire 
informative, stimulating and down 
nghi clever Basically and foremost, 
ihese are messages winch are tre- 
ated to motiv ale an audanee 
to buy I'lt. sent a solid sales point, 
strengthen commercial memorabil- 
ity and boost product sales 

I lav ^ the creative approach 
ami Inchly paid talent brought new 
prestige to commercials' It is clear 
that there has been a marked ami 
positive i haute m the in. inner in 
which coiniiK reials are coiuuvid 
and produced 

In a study of audi ikc auttud 
eiititk d / I t l't\ />/< / <>,ik If / i d 
i > wn/t, a *aniplin • of 1 2 " ri. 
spondeuls were ask^J a M.r o o 
questi mis \evuiitv five [V a <, ni if 
tlu se nuhv hIu.iIs a "reed with ill 
lalenu nt ( onuiK w \ i u i fa r 
pr u to pav lor tli i nu ri i in nl 
voi \ I 

Mv , \s h. t I Hjii >. io is roup 
that rem in n • iu k itv (v t jx u t 
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Businessmen look 
to FCC, not FTC, 
for billings cure 



The Federal jCommunicatioo* Commits tons drive to eliminate "double billhag 
by some broadcasters will be supported by the nation's independent bflsi- 
nessmert, a letter being sent this week to E. William Henry, FCC &hairfiWfl, ; pfiltS 
out. The letter, written by the president of the National Federation; of indepettdm 
Business, C Wilson Harder, also comments that the FCC is apparently seekfnc 
to correct the evil against which the Federal Trade Commission **bm& been mast 
ineffective." In a continuous survey being conducted by the Federation this yea* 
in all 50 states, just 59.8% of the independent businessmen are atking that 
be placed on alleged abuses of cooperative advertising, 



Buying by radio 
foreseen as part 
of retail change 



E. B. Weiss, Doyle Dane Bernbacli vice president who's noted for "isolittngj 
insipient marketing trends," foresees startling innovation's in his new book, M«F 
agemmt and Marketing Revolution, just off McGraw-Hill presses. Among fhcrnj 
delivery of shippers' purchases by the manufacturer, not the retaileri 'Inevitable'" 
Sunday retailing; electronic data processors replacing professional store buyers! 
with automatic stock purchases. Importantly^ Weiss also predict* that '*milli»ris| 
of people will shop from their cars by m? phones and radios . . 



Tobacco ad 
amendments 
for Radio Code 



Two tobacco products amendments to NAB's Radio Code have 
and can be ratified by mail rather than awaiting action at the next regular mee^gB 
of the Full NAB Board in June, The amendments): (new paragraph to be hrsggfl 
in section Under Advertising Standards) "The advertising of tobacco, proiaffl 
shah not state or imply claims regarding health and shall not he presented in mm 
manner as to indicate to the youth of our country that the of tObaMO producei 
contributes to individual achievement, personal, acceptance,, or is a habit tv&rl 
of imitation. A]so: (new language to be included in section Under Progwrnttti 
Standards) "The use of tobacco products shall not be presented in a manner '4 
impress the youth of our country that it h a desirable habit worthy of imftaM 
in that it contributes to health, individual achievement, or social aceepU^nee, ,, I 



New trail to blaze 
for Boy Scouts: 
schematic symbols 



Some squares may still be rubbing sticks together, b u t i f t h c mod c r a H 
Scout starts a fire, it's likely to be only because he got his wires crowed, 
young man last week became the first scout to win a merit badge in electroni^ 
Making the award in New York? NBC chairman Robert W. Sarnoff, vtho% gtej 
vice president of BSA's Greater New York Councils. 



Research firm 

to supply data 

on minority buying 



In spite of all the talk about the; power of racial and ethnic group? as eofffl 
sinners, the subject has, been largely untouched by effective marketing felSsH 
An organization Called Selected Area Surveys, Ine,, has been formed to tap thisj 
need and do marketing research on a Jiationwide bask for both the Negro and 
Spanish consumer markets — estimated at $22 billion. Ollie Crump, president ©1 
the new firm, says its field interviewing force will do eaBfUilter mWSft* slwM 
audits, consumer panel studies, motivational research projects, and opinion pdDH 
Negroes, with 1 1 % of die IX S. population, comprise a Coitsumer market 
the 8170. of Canada's,. Crump says; further, it will grow rapidly in the next few 
years. Crump points out that few studies on the Negro market, have been at- 
tempted,, and few of those can be called adequate when measured against ether] 
marketing research data. He claims 5 AS is the first nationwide OTganiKitioii 
concern itself exclusively with these markets, 
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If you 
want to sell something 
in St. Louis or Dallas, 
use the newspapers. 



turn I hi p 'c l> >n cJ tor I ..<>iui ionl r s 



Si 13. 1964 



If you really want to reach people in these two great markets, make it 
WIL in St. Louis and K-BOX in Dallas. Every day more and more of our 
advertisers are finding it out. And that's straight from the horse's mouth. 

WIL, St. Louis and K-BOX, Dallas 

THE HA LA BAN STATIONS 

John F. Box. Jr., Managing Director Sold nationally by Robert K. Wist man & Co.. Inc. 
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Don't push public too far, 
Henry tells station men 

Industry's major spokesmen warn of pay 
Tv at NAB's annual convention; broad- 
casters see and hear latest programming 
innovations and aids for new fall season 



- rj t tiRli M MBt R of broad- 
l casters, gathered in Chicago 
U week for the 42nd annual NAB 
mvtntion. learned that the adver- 
irtg practices of Madison Avenue 
.if vvelJ come under their scrutiny, 
th government blessing, in the 
ar future. Thev were also told 
.it the broadcast media were not 
tore criticism, and that a higher 
free of professionalism would be 
Quired of them to survive in a frce- 
terprise world. 

At other times, and at other con- 
ntion events, radio and television 
ftion executives heard the rumbl- 
p, of increasing pressure to take 
:ar stands on Pav-Tv (both in 
d out 0f government); were told 
at tv was largely carbon-copy - 
| old movies; looked at not-so-old 
We as recent as l963-'64 vint- 
|rt ftuwies and tv scries avail- 
; le through syndication channels; 
j d Raw enough new electronic 
(Uipment to keep the Cal Tech 
'liar class excited for a month. 
More than one delegate found 
tin what he really needed in Chi- 
tgo last week was a pair of roller 
v ites (to make the round of hos- 
tility suites scattered in more than 
: half-do/en leading hotels and 
mot inns), a well-filled fountain 
$n (to complete the contracts 
viich man) exhibitors and sy ndica- 
*^ said made for "a real sales 
"•'rit"), and a cast-iron somach (to 
v *vive the onslaught of refresh- 



ments, usually liquid, offered on all 
sides ). 

I here was the usual convention 
fun & games, although it seemed to 
be a minor feature of much of the 
convention. W hat re alls caught the 
eve and ear of delegates was the 
talk, formal and informal, at the 
luncheons, panels, meetings, and 
other events on the agenda, and in 
the corridors and hospitality suites. 

Some of the hottest verbal fire- 
works came in FCC chairman \-. 
William Henrv \ first major address 
to the broadcasters group, and a 
subsequent news conference. 

Broadcasters nm end up as a 
watchdog, keeping an eve on Madi- 
son Avenue's tendency to seek 
added impact in commercials 
through stepped-up volume created 
electronical!) bv '"compression" of 
the dynamic range. Henry indicated. 
"It would be like our regulation, in 
theory . of networks." he told re- 
porters. "We issue rules to licensees, 
and the net effect will be to applv 
controls at the Madison \venuc 
level." 

Added the young ICC chairman, 
vv ho had stated in his luncheon 
talk to broadcasters that "you won't 
lose a single customer anil vour 
sponsors can still make their pitch'" 
if commercial volume is kept to low 
decibel levels "I don't see am 
reason vvhv broadcasters haven't 
eliminated this problem themscKes " 

Addressing the delegates. Henrv 



critic i/ed broadcasters for their Luk 
of support of the I'acihca lounda- 
tion — v\hen the non-comnierc.il 
broadcast organization w as under 
heav v verbal attack for its free- 
v\ heeling programing — v\hile main- 
taining a close concern over profit 
patterns. 

"Your contrasting reactions to 
these two struggles . east j dis- 
turbing light on the basic motiva- 
tions of an industry licensed to do 
business in the public interest." 
Henrv said "And vou might 
similarly gam insight into the rea- 
sons why . for all vour magmficcnt 
services to the public. vour critics 
remain vocal. When vou displ.iv 
more interest in defending vour 
freedom u> provide provocative 
variety, when v on crv 'Censorship*' 
and call for faith in the founding 
fathers' wisdom only to protect vour 
balance sheet . . vou tarnish the 
ideals enshrined in the ( otistitution 
and invite an attitude of siisp cion " 

Henrv also suggested that "the 
search for maximum profits m the 
short run" m.iv eventu illv put 
broadcast admen and station opera- 
tors in the position of hav nc ere. ted 
a I'av - 1 v I rankenslc n monster 
thev can no Ion vr e* ntrol 

"With every d > lar th. t drops 
into vour till trom th.. sa e of ad- 
vertising una ar«. aoln a gre. ur 
public w ilhn 'iio^ to pav f<. r pro- 
crams vv stlu it '.omnKru I here 
i\ si ch . th n . s p shin t tK I 
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"the eggs . 



Henry 

may be far from golden' 



Collins 

"none of its enjoys . . . freedom to fool" 





Harris 

'success itself . . , creates probiemf' 



suffering public too far, and those 
who do so may find the eggs that 
are laid far from golden." 

Like several other speakers and 
key executives, Henry touched on 
the hot convention topic of hard 
liquor advertising on the air. For 
once, Henry had kind things to say 
about the broadcast industry. At his 
news conference, he stated: 

"We (the FCC) don't have a rule 
against hard liquor on the air. It's 
one matter that is being effectively 
controlled by the broadcast indus- 
try .. . it's not a matter for the 
Commission at this point." 

Collins Hits Pay-Tv 

Opposition to pay television, 
ratings, government relations, de- 
veloping of NAB's Code program, 
improvement of radio programming 
through new expertise and creativ- 
ity, and plans for the appointment of 
a Committee on International 
Broadcasting were the key points 
of NAB president LeRoy Collins' 
address to the 42nd annual conven- 
tion. 

"The past year," Collins reported, 
"was one involving numerous en- 
gagements with the government, 
ranging from skirmishes to full 
scale battles . . . Our major battle, 
of course, was over the attempt of 
the FCC to impose commercial time 
limits. All of us realized that the 
government, in this effort, was lay- 
ing its hand on the jugular vein of 
free broadcasting. Even though this 
initial step was projected as mere 
friendly assistance to help us en- 
force our own codes, none of us 
could rest easy with those hands 
at our throats, however gently they 
were represented to be resting 
there." 



Collins called for steadfast sup- 
port "of the Code's prohibition 
against the advertisment of hard 
liquor," because the promotion of 
the sale of more hard liquor would 
not further the public good. 

He offered nothing new on NAB's 
stand on cigarette advertising and 
made the key point of his address 
on resistance to fee television. 

Collins told the assembled mem- 
bership and their guests that free 
broadcasters had every reason for 
concern over Pay-Tv, while recog- 
nizing that out of a feeling "of need 
to protect their present invest- 
ments," substantial and forward- 
looking free broadcasters are "care- 
fully examining its potential." 

The NAB president said that 
broadcasters "cannot in good con- 
cience sit by and watch the viewing 
public saddled with a system which 
will mean little more from its 
vantage point than paying for what 
it now receives free. 

"We should puncture a few pro- 
motional balloons," he told the 
group. "People should realize that 
high-priced talent cannot be ex- 
pected to continue with advertiser 
supported television if Pay-Tv 
revenues can offer substantially 
greater pay." 

Declaring that it is not competi- 
tion that was being opposed though 
Pay-Tv could actually destroy free 
television as it's known today, and 
broadcasters have self-interests in- 
volved, Collins said that if fee tv 
became a bonanza, broadcasters 
are themselves best equipped with 
experience and expertise to success- 
fully enter the field. 

To both of the groups with which 
the NAB has had most dealings in 
common problems during the past 



year, Collins said: "To the Congres 
let us say: Give us your understate 
ing. Act with restraint and only aft£ 
careful thought. Seek not to sileae 
our opinions — even though tw 
may not always coincide with yan 
own — for it is in this conflict <r | 
ideas freely expressed that ou: 
democratic institutions find thei 
strength and permanence. 

"To our advertisers let us say 
We are proud indeed of your ex 
panding support. Understand, how 
ever, that first of all we must an> 
will stand with the people. We cam 
cstly desire you to use our medium 
but we demand that you not abus 
it. None of us enjoys any frecdon 
to fool. This medium must ahvay 
deserve to be trusted — this is no 
only our public obligation, it is m 
most important means we have 1 
insure its continued effectiveness, 

Harris Eyes Code Need 

Broadcasting must become toil 
eommercial-minded and more pro 
fessional if it is to survive as a fro 
enterprise medium, says Rep. Orel' 
Harris (D., Ark.), chairman of th< 
House Committee on Foreign an<| 
Interstate Commerce. He told th< 
convention that broadcasting is m 
important to be left exclusively tij 
the mores of the market placi,. 

In an obvious reference to FCC] 
attempts to regulate comnl£ni|l' v 
and the announced willingness #] 
one major broadcaster (the N. Hi 
Times' WQXR) to accept lMl^ 
liquor advertising, Harris said *i 
fessional conduct ... is suppose* 
be governed by discipline, sclf-re^ 
straint, codes of good conduct. 5 " 

He said he recognizes as "veta 
real and very, very dangerous," 
"good deal of opposition these dap; 
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Um llrotlur . is nittrliiny" 



the broadcast industry to codes 
good conduct . . . whether they 
tfjiose to deal with the length and 
:«jfllcney of commercials, or with 
'e t>pe of merchandise that may 
loperlv he advertised over the air- 
ives, or the limits of good taste 
at must he observed in advertising 
le-ssages." 

But Harris asserted that these 
»ew problems" may be a result ol 
oadeasters becoming "so good" 
competitors. "You are in fierce 

• mpctition not only with each other 
|jl also with other media of com- 

Imications and other pastimes to 
ract the largest possible audience 
. and to hold it. This is quite 
challenge." he said, "and you 
ve become vers expert at meet- 
I this challenge." 
"I know that y on broadcasters 
upend a great deal of time and 
I tenuity on finding the best format 
I whatever you want to offer to 

* t listening and viewing public. 
' \is is true of program fare as well 

: advertising messages . . ." Harris 

I inted out. 
Y\ ing this in with public affairs 
? | ^graining, he said, however: "It 
1 s| tys that you experts feel that 
■ | nlie affairs can be made palatable 
|W t listeners and viewers only by 

• psenting them either as a combat 
$^wi\en one or more protagonists. 

& ( as a chase where the hunters 

* k to trap and kill the object of 
i n chase, or ns human interest 
**■ ditnias or morality play s with evil 
iiu ians to hiss and virtuous knights 
f«N l\ applaud. 

. s Of course, some elements of 
« cnedy arc usually called for to 
a* sieve the tension momentarily, and 
i * 1 5 i ordinarily find this too." Harris 
t j the assemblage. 
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"I am glad that main of you 
broadcasters have become matui e 
enough to view your own affairs 
with a sense ot humor \ leu ycais 
ago. it would h.oe been impossible 
lor broadcasting practices to be 
lampooned ov ei the an waves I hat 
took a little com ag:. at first, but 
increasingly commercials .unl pro- 
gi anis are coming in lor humorous 
sell-criticism. 

At this convention, however, the 
ultimate has come to pass. Broad- 
casters have been lampooned to 
their own laces," Harris said, re- 
ferring to the /If'.? spoof of the 
industry at NBC- I \'\ dinner for 
affiliates. 

" 'Humor.' a great humorist once 
said, 'at its best is a kind of 
heightened truth — a su pert ruth.' " 
he noted. "Perhaps, if we approach 
our broadcast problems with a 
heightened sense of humor, we vv ill 
become more effective critics and 
come closer to the truth. I hat in 
turn may facilitate solving some of 
the knotty problems which beset the 
industry but which at the same time 
testify to its vitality and import- 
ance." 

Harris added; "It is a real in- 
congriuity of our life in the I nited 
States that the very success of the 
broadcast medium is creating the 
numerous difficult problems with 
which we must learn to cope." 

Integrity the Key 

Commercial practices are the 
most important current problem 
facing NAB's Code Authority, says 
director Howard H. Bell, who 
notes that the one simple answer 
to the threat of a government blue 
pencil is integrity on the part of the 
broadcaster, the advertiser, and the 
producer. "There is no way to claim 
the v irtue of self-regulation with- 
out also shouldering its responsibili- 
ties." be said in calling for more 
"Zeal for the Seal" during the NAB 
convention. 

"To many," Bell pointed out. 
"television has been a clutter of 
spots back to back, a mov ic with 
too many intermissions, a political 
football, a mentor of violence, a 
piegsback parlor game, a vehicle 
for importunate pitchment. 

"Today we fight many things." 
he said "We fight the excesses of 
a few broadcasters, ad\ertisers. and 



arencies \\c h i\e ail nved t ■■■hi id 
to smear egg on our I nc and 
we laid some ol the c •% they 
\N e fight our own attitude How 
many regard the ( ode as window 
dressing .is lip service to an nil 
possible ideal' 1 low many who 
work m tins liuhistrv take pride in 
this industry ' I low nt.mv a 'cik\ 
men encourage their clients to 
go .is l.ir as they can in the practice 
of brinkmanship ' 1 low many re- 
gard the ( 'ode as a stop-gap'" 

" I be tv screen is a goldfish 
howl. It is no place to hide what 
goes on Big brother is watching 
So is little brother, big and little 
sister, big mama, big daddy , and 
practically everyone else. I he ap- 
pearance of overeummerciah/ation 
is no less important than the fact of 
ovcrcommcrciali/ation If three 
loosely integrated multiple product 
announcements impress the viewer 
as six commercials, then the viewer 
lias seen six commercials." 

Bell said some positive action 
taken by the Code Authority on 
this problem includes new rules on 
Multiple Products Announcements, 
vv hich arc effective Sept. I and de- 
signed to encourage the production 
and presentation of integrated com- 
mercials that vv ill be regarded by 
the v iewer as single announcements. 
He stresses that the amendment 
doesn't ban piggybacks, but counts 
them as two commercials "mere- 
ly calling a spade a spade, and two 
spades, two spades " 

Also. Bell noted. "V\ e seek to 
avoid all medical endorsement or 
scientific backing w here the facts 
do not justify such implications 
Some 200 commercials were evalu- 
ated between March and Oetober 
I 063 in initial implementation of 
these rules." 

He listed guidelines under con- 
sideration in a number of areas 
weight-reducing products, arthritis 
and rheumatism proprietaries, 
cough and cold remedies, products 
which treat dandruff symptoms, the 
use of cigarettes in programs and 
commercials. 

Other steps he said are being 
taken "as part of this posime. af- 
firmative action to protect the pub- 
lic." include a study of "so-called 
loudness" in commercials, a study 
of w av s io reduce clutter, planning 
research into viewer attitudes to- 
ward commercials, greater suneil- 
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lance of commercial content and 
claims. 

Bell also announced plans tor 
closer liasion with advertising agen- 
cies: "We plan to break new ground 
in our contact with agencies by 
carrying the Code story to them. 
To merchandise the Code. To let 
agencies know what a Code station 
stands for." 

He observed that "we find our 
expanding relationship with agen- 
cies to be a fruitful one," and noted 
the vast increase in the contact 
with agencies by the N.Y. Code of- 
fice. The products or services af- 
fected through agency consultation 
with the Code has increased from 
127 in 1961 to 309 in 1963. The 
number of agencies involved during 
that time jumped from 60 to 95, 
and the number of advertisers in- 
creased from 108 to 174. 

In addition, he revealed that a 
saturation promotion campaign to 
let the public know the steps being 
taken by the industry on their be- 
half got under way in Chicago last 
week through the efforts of WGN 
... the same morning he addressed 
the NAB. 

Ad Industry Lauded 

Bringing the advertiser and the 
American market-place with him 
into the spotlight in which he re- 
ceived NAB's 1964 Distinguished 
Service Award, Donald H. MeGan- 
non, president of Westinghousc 
Broadcasting (Group N), delivered 
a thinly veiled lecture to the legis- 
lators, regulators, and "intellectual 
critics" of radio and television. 

Speaking as a "practical broad- 
caster" to members of the broad- 
east advertising business who live 
in a "fish bowl" and arc subject to 
continuous and articulate criticism, 
McGannon suggested that critics 
"be not too quick to degrade the 
basic concept of what a great 
'market-place' really is." 

"The fundamental nature of ad- 
vertising supports America's public 
communications, and insures them 
greater independence and freedom 
than is found anywhere else in the 
world." McGannon said. 

Calling advertising "with all its 
limitations, the Voice of Democracy 
in its economic form; offering the 
goods of democracy, without prior 
selection of prejudice, to everyone," 
McGannon pointed out that "critics 



tend to react so adversly to the ratio 
of poor advertising, that they seem 
completely to miss the vast scope 
of the forest, because they bump 
into individual trees they don't like." 

Calling for broadcasters to as- 
sume a role of leadership in the 
national fight for civil rights and 
agains-t poverty — and to wage 
still another war within the indust- 
try itself against the poverty of 
ideas — the recipient of NAB's 
most coveted award reminded critics 
who attack broadcasting's alleged 
status quo and mass appeal that "as 
the American economy continues 
to grow, as millions of American 
families hopefully seek to climb out 
of poverty into fuller lives of dignity 
and security, as more and more 
consumers develop everywhere, only 
the range of modern advertising — 
which reaches everybody ■ — can 
hope to be equal to the range and 
requirements of our economy as a 
whole. 

"A free society can produce the 
most good — as well as the most 
goods — of all the societies on 
earth," McGannon said. 

Among the points which McGan- 
non made in his accounting was an 
adroit reminder that the "Big 
Brother" attitude "telling people 
they're going to get what is good 
for them, whether they like it or 
not," won't work. 

"Mass media," he said earlier, 
"can never be forced on a popula- 
tion, as a new political or economic 
structure can be. They become big 
only when millions of people choose 
to make them so; and continue vital 
only through the poeplc's choice." 

McGannon reminded his audi- 
ence that from the time of Hamilton 
and Jefferson there have "always 
been honest, intelligent Americans 
who believe that the people, as such, 
cannot be trusted without 'nurse- 
maids,' cannot be safely trusted to 
govern themselves. There have al- 
ways been those who have more 
faith in an elite form of government 
for the people, than believe in a 
popular form of government by the 
people." 

"There are still today's "Alex- 
ander Hamilton*' who don't really 
trust public elections. Nevertheless, 
our obligations as broadcasters are 
clear. We've been given no other 
power than that of persuasion. Un- 



like educators, we cannot requjr 
attendance on our efforts, nor de; 
sternly with captive audiences I 
truants." 

Leading up to the strange Hi, 
that "our intellectuals, who Wm 
frequently ask us for more seriou 
programing, tend not to watch 
themselves, even when thejr T 
sets are on and such programs ai 
available to them on a nfiafh 
channel," McGannon added & 
"we can only get the effective judge, 
ment of our efforts, not from tk 
few who don't watch or hear en 
programs, but from the millisn 
who do." 

"The facts are obvious," Mi 
Gannon said," Commercial P 
serves more Americans more otin 
in more different ways, for row 
time each day, than any oihe 
American institution. It does sc 
moreover, entirely at the election o 
the people themselves, who hav 
invested more than $16 billioji p 
their own money for the home m 
on which to watch what appeals 5 i 
them." 

Rather than being a "cause fo 
despair," McGannon pointed ®H 
this was a direct "expression of th. 
power of democracy." 

No radio clutter 

There is no clutter problem I 
radio because the radio commerpia 
of today is operating at "a fa 
higher and fresher level than tk 
TV commercial or the stereotyped 
tired images of printed advertistof,* 
according to Radio Advcrtiiifj! 
Bureau President Edmund C. Bun 
kcr. He adds that's one re:a|fr 
people don't resent radio eoninM' 
cials. 

Bunker was addressing brofd 
casters at the bureau's annual gR'Sl 
entation before the NAB. during 
which 17 golden record plaqurj 
were awarded to advertisers ant 
their agencies for outstanding rfdlc 
commercials. 

Winners nationally were: AroSil 
can Express Travelers Cbaqifl 
(Oglivy, Benson & Mather); Aftjfidi 
can Tobacco's Montelair Cigarfw 
(Sullivan. Stauffcr, Colwcll & Bay 
les); Annheuser-Buseh's Budwewj 
Beer (D'Arey Advertising); Camp- 
bell Soup's V-8 Juiee (Needhani 
Louis & Brorby); Coea-Cokj O. 
( MeCann-Eriekson): Ford Matt 
(J. Walter Thompson); Gen. Mo- 



its' Buick (M-L); Kcllogg"s Cc- 
ml (Leo Burnett). Mars Candy 
NiJrB); N\n/cma\ Cover Girl 
osmetics (SSCAB); Bey nokls To- 
.tceo's Winston Cigarettes (Win 
st\ Co.). Standard Brands' Chase 
Sanborn Coffee (JW'l ). 
Regional winners uere; Ballan- 
ne Beer ( I -sty ). I kink of America, 
ational Trust & Savings Assn. 
wkllson A: Leu is); California Oil's 
Ihcvron (Batten. Barton, Durstine 
Osborn): Mary lillens Jams A: 
Hies (Guild. Bascom & Bonftgli); 



(.)uantas \irluu (( 'umncli.iin \ 
Walsh) 

Bunker, meantime, urged radio 
broadcasters to consider coopera- 
tive ellorts such as team selling 
projects, in which all radio sta- 
tions in a market work together to 
sell the medium against newspapers 
and I \ . 

At the same session. KAB ad- 
ministrative \ .p. Miles David dis- 
closed that the bureau plans to re- 
lease a list of the top 200 spot 
radio advertisers tor t 4 ><>4, as well 



as hemes on u • 1 1 i (. 
counts I ignrcs ,u u s. n j 1 
through a eombm it n i I r put 
from st.itioiis m tlu t- | I n u 
kels dircetly . and l!ii<> I •!) t t ill i 
representatives m a! otht! n r I t 

In addition. K \B i I n K I) u 
drive to expand u» < p t>i Ini 1 
David s.i id pioposed r u (<. <>t tl 
I CC , With respect to am do ihl 
billing by stations, would Ik K i 
f icial m overcoming pro*, i on i ! 
co-op plans which Intut us., ol tadu 
compared w ith printed media * 



Networks wine 
and dine afiliates 

I rnditionally . the three I V 
networks put their most hospi- 
table loot forward during the 
NAB conventions, w ith recep- 
tions, dinners and a free show 
for their affiliates. Traditionally . 
the staged entertainment affords 
an indirect clue to the mood of 
each network as it concerns fall 
program plans. The 1964 net- 
work affiliate funfesls were no 
exception. 

ABC-TV. seeking to regain its 
aggress is e rating drive, put the 
emphasis on what amounted to 
a lavish sales presentation of its 
fall lineup, with ABC-TV presi- 
dent lorn Moore and comedian 
George Burns conducting the 
guided tour. New shows — the 
Sunday -night movie series, l r oy- 
<n,r to she Motion of the Sea. The 
Addains Family, Jonny Quest, 
Twelve O'Clock fliyh- etc. — 
were shown in trailer form. And. 
when available, show stars, from 
Burke's Law's Gene Barry to 
McHale's Navy's Tim Conway, 
made brief appearances. The 
general feeling was a return to 
the we're - ready - tivtacklc-any- 
body mood of the mid-'50's. with 
strong emphasis on Hollywood- 
produced programing. 

CBS-TV. rating leader this 
season in the upper Nielsen 
brackets, shunned a fall preview 
(which the network is holding 
out for its affiliate meeting this 
spring), and staged a champagne- 
aiul-filet-mignon dinner for af- 
filiates with a show that bore no 
relation to CBS- 1 V\ program 
plans. The Mattison T rio (danc- 




\ HC- / t ' MHUfil >/'<■« '*'' COIIYCIItto'l 

/lie i cr\um of "f"H'-J" x ith rcittttttr 
cast, kitlJctl lop braw 

ers). Tina Bobbin (a sprightly 
vocalist who records for Mer- 
cury ). and Martin A: Rossi (a 
comic team which has appeared 
on all the networks and which 
records for ABC-Paramount). It 
was almost as though CBS felt it 
was above mere ra//lc-da//lc. 
and wanted to entertain affiliates 
with the kind oP'eonscrv alive" 
floor show they could sec at a 
resort on a summer weekend 

NBC- I V. seeking an enter- 
tainment "hook"' that reflected 
both the network's image-build- 
ing shows and its entertainment 
shows, compromised neatly on 
TW'TWTW. the British-born sa- 
tirical show, and staged a spcctal- 
for NAB version of it. I sing the 
show's regular cast. NBC took a 
few sharp jabs at opposition tar- 
gets i Heverl\ Hillbillies, etc.). 
and some very mild jabs at NBC" 
network and affiliate brasshats 
( from NBC's I om knode to 
Group W\ Don McGannon. 
father of one of the largest fami- 
lies in the radio- IN' industry.) 
\ BC's mood, as such. wa» hard 
to place, but it seemed to be 
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mostly a desire to appear daring 
in the program area, w lulc main- 
taining its previous program tra- 
ditions. This was a sample oi 
the / B w it. set to the tune of 
"America. I he Beautiful ' 
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Busy days in the life 
of the governor 





NAB President LeRoy Collins played an 
active role at the convention. At top, 
Collins (left) presents Association's 1964 
Distinguished Service A ward to Donald 
If. M (Gannon, president of Group W 
I Westinghouse Broadcasting), In center 
photo he exchanges a check of creden- 
tials, with Rep. Orcn Harris (D., Ark). 
Following his convention address, he an- 
swers questions at a news conference, 
lower photo. 



Movie mogul charges 
TV carbon copies films 



Decision-makers in the tv pro- 
gram area (and, indirectly, ad- 
vertisers and agencies support- 
ing programing trends with tv 
dollars) received some tart ad- 
vice Apr. 7 from a movie pro- 
ducer whose feature films have 
often grossed in theaters money 
few Hollywood film-makers have 
seen since tv appeared. 

"Do you know what the damn- 
ing reaction is to an 'ordinary' 
movie script in movie offices to- 
day?" asked Embassy Pictures 
Corp. president Joseph E. Le- 
vine, who answered his question 
thusly: " 'Why make it . . . they 
can see it on tv for nothing.' " 

Levine, whose firm syndicates 
action-adventure features ("Her- 
cules," etc.) in tv as an important 
sideline, put it very simply in a 
"Program Conference, '64" panel 
session to the assembled NAB 
delegates: "You need us and 
we need you." He warned broad- 
casters, however, that "television 
is in mortal fear of losing its 
audience, so you play it safe . . . 
Everything that is being done on 
television today in terms of en- 
tertainment had as its 'pilot' a 
motion picture. I don't only re- 
fer to your present successful Dr. 
Kildare." 

Making some predictions of 
his own, Levine stated: 

"Except for 'fun and game' 
shows and situation comedies, I 
believe the half-hour segments 
will go by the boards. It would 
appear to me that an ordinary 
60-minute show kills an evening 
and a two-hour show or two 
hours of compatible programing 
completes an evening . . . It's 
becoming increasingly important 
to 'slot' an evening rather than 
'slot' a show. 

Also in a predicting mood at 
the panel session was CBS-TV 
programing v.p. Michael Dunn, 
who ducked any direct crystal- 
gazing but cautioned that "the 
television progrurtier of the future 
must be completely flexible and 



be receptive to all forms, all tech- 1 
niques, and all possible sources 
of supply." Added Dann: "I also 
believe that television's future 
can be successful only if all of 
us in the medium make sure 
there is top creative talent." 

Dann also took exception, in a 
Q.-&-A. session following the 
panel, to producer Joe Levine's 
claims that tv was patterning it- 
self solely on movies. Dann also 
denied that networks had sur- 
rendered nighttime programing I® 
outside suppliers, pointing out . 
that such independents as Fred 
Coe, Herbert Brodkin, and Rod 
Serling used to work for network 
shows but are now in their own 
capital-gains environment. "Only 
the bookkeeping has changed,** 
said Dann. 

Croup W program v.p. Rich- 
ard Pack, another panelist, chid- 
ed syndicators for offering main- 
ly "a proliferation of reruns** 
rooted understandably "certain 
types of shows on tape that €10 
compete successfully with film 
and other formats." 

Veteran producer, and one- 
time CBS-TV program boss Hub/ 
bell Robinson, Jr., similarly cited 
the "great creative problem" lo- 
cal-level tv faces in developrai 
new audiences and ad revenues 
because of the steady dwindling 
of feature film backlog. 

Syndication's role in the devel- 
opment °f ,v programming wal 
strongly defended by a top sj n- 
dicator, Seven Arts v.p. W. Rofr 
ert Rich, who said the flow of 
program material to stations in 
the past 16 years "has contrilN 
uted as much to the creati*f 
show business growth «i thfe 
great medium as any other pro- 
gram source in television," Rkw 
also stressed the value of tv sta- 
tions of the veteran film salej|| 
man. Said Rich: "He can be mosa 
helpful. His sales travel expMffl 
him to many program trends and 
success stories. In fact, he's guile 
a program clinic unto himself* ■ 
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M NAB 

* Bumper crop of admen 
i survey new product 

"Distributors, producers, syndicators, jinglesmiths at NAB 
convention report high interest among top ad shops 



Tin m was ;rn important differ- 
ence this year at the hospitality 
tiit.es of program syndicators and 
traduction companies attending the 
964 NAB convention. A visitor 
' Uln a sharp eye for the typescript 
jn convention badges could spot it 
I ir himself quickly at the Hilton, 
ml at the TFE-64 and other "out- 
exhibits. 

, | Here's how sales and prograrn- 
i jig executives in the syndication and 
; ereices area themselves described 

"There was a time when you 
mldn't find a major agencyman 
Taking the rounds of syndicators at 
le convention. This year, we've 
■en more agencymen and station 
v ps than ever before," said Fred 
j (lahlstedt of CBS Films. "Agency- 
| len, and even client personnel, have 
een in our suite talking not only 
I bow what stations are buying but 
I bout color program and feature 
, vailabilitv for this season and 
ext." said MGM-TV v. p. John 
I lurns. "It's the most active NAB 
I invention I've seen in terms of 
1 gency and rep visitors at our suite 
. . It also underlines the trend 
I ^hereby stations often turn their 
I Tick on full sponsorship of syndi- 
| 'Ued properties in favor of parti- 
piition spots for national and re- 
onal accounts," said ABC Films' 
ick Tillman. "We've had an unusu- 
'ly large number of agency people 
J our Triangle pub' to have a 
'rst-hand look at our new product." 
'id Triangle's Mike Roberts. 
I A couple of blocks down Michi- 
in Avenue, at the TFE-*46. the 
•tuntion was similar. 

"One of the major New York 
seneics had representatives in here 
Mfing about our trio of feature 
tw$. and about the stations buying 
rem — particularlv in color." said 
fpiilu eastern sales manager Jerry 
jirouard. "Agencies and reps have 
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not been our main visitors, but 
we've had an important number of 
them here." said King Features' 
Gene Plotnik. "I've never seen so 
many agencymen making informal 
surveys of new syndication product, 
and also asking aboct future shows 
and network properties." said execu- 
tive \ p. M. J. "Bud" Rifkin. 

Which agencies were involved in 
such fact-seeking tours? Judging by 
the visitors' books at most suites, 
these seemed to be the front run- 
ners: N. W. Aver, Leo Burnett 
(which had a hospitality suite of its 
own at NAB). Grey. FCB. Mc- 
Cann-Erickson. Y&R. J. Walter 
Thompson. 

What delighted the distributors 
and producers most was the interest 
shown by agencymen in updating 
themselves on new products avail- 
able, and in what stations were 
doing, thinking and buying. 

"We've written a tremendous 
amount of new station business 
here in even. thing from radio ID 
and signature packages to get-out- 
the-vote spots, hut the agency in- 
terest has been unusually strong." 
Morton J. Wagner, president of one 
of the industry's hottest production 
groups, told "SPONSOR. "We do 
most of our musical coninierci.il 
work for local stations and advertis- 
ers." he added, "but now we'rt 
starting to draw agencwuen from 
shops like Grey, I enrien & Newell, 
GB&S, and BBDO. In some cases, 
their regional branches have bought 
our jingles. Now. we're getting 
home-office interest, too." 

C Wagner, in fact, is cv en planning 
a new division to make recorded 
musical A isiial presentations for sta- 
tions to ad aeeucH> " I he first pre- 
sentation, however, he said, "will be 
for oursehes.") 

\t other radio production ami 
program suppliers, like Charles 
Michelson (J he Shadow, etc.). 



Mark ( cnlurv ( orp 1 1 c inul Ha 
ill",, etc ). \ W \ M.n ( uhu.tr 
teamed rip for .1 special Radio 
Drama Room," displnm* iau 
t;i|Vil raclh) show s ) there vs re also 
irulk.it ions of a boom in nni Inner/ 
agcuiwnaii rep interest in ik w us- 
dio pro|vities 

On the I V side, distributors 
found themselves hard-put to find 
avogm/able patterns in the looking 
and/or Inning being done In sta- 
tion managers ami program e\ces 

"It all depends on specific station 
needs'," said Four Star Distribution 
v p. and general manager I .en I ire- 
stone. "Some ABC-'I V affiliates, for 
instance, have been asking about 
half-hour properties to fill up the pe- 
riods I vi rig relinquished In the net- 
work Other stations ha\c been look- 
ing for properties to continue suc- 
cessful da) time rerun strips. Some 
plan to put shows into nighttime 
prime time, even displacing network 
series lncr\bod\ wants a 'hot 
proper!}, but what that is will often 
depend on what kind of a station 
ami audience a broadcaster has." 

Color emerged as a factor in 
many of the convention's hospitality - 
suite film sales discussions "Color 
is a big part of our business. and a 
prime reason for much of the busi- 
ness we've w ritten or made appoint- 
ments on at the NAB convention." 
SPONSOR was told bv v p. and 
emeral sales manager Stanley F 
DudeKon of American International 
1 V whose current feature package 
is rieht up to the top in TV color 
av ail.ibihtv IO() r r. Other feature 
film distributors, such as Fmbass\ 
(which aKo has a [00 r ? -color score 
on much new product ) . Allied Art- 
ists. Jawnark. N I A (which showed 
a 52-tftle, \i\O r r -color pnekace). 
Screen Gems (which has a high 
percentage of color in its Columbia 
features, science-fiction thrillers and 
in such shows as 1'mpire) and Seven 
Arts (whose various feature croups 
aver. me about 4 0-50 "7 in color) ad- 
mitted thai stations were showing 
high interest m color, often signing 
for it on a monev in-the-bank basis 
while aw.iitim: delnen, of local- 
level color film telecasting equip- 
ment Color interest wasn't confined 
to features, "stations are finally 
startmu to bin. in earnest, color film 
shows." vtid an MC \' source 
at the firm's h Kpstahtv suite as he 
started pack in c for the trip back 
to New York ■ 
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The Pay-TV Controversy 

"DON'T LET THEM GRIND YOU DOWN 



WW 



The following address by Herb Jacobs, president of TV Stations, Inc., was a 
controversial high spot of last week's NAB Convention. SPONSOR is pleased 
to be able to acquaint a wider audience with Mr. Jacobs' remarks, which were 
delivered to an audience including all but one commissioner of the FCC. 
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I may not know all there is to know ahout Pay-Tv — 
but what I have learned and can foresee . . . makes 
me wonder, if I'm living in a dream world all my own. 

Because so many people I know don't seem to share 
my concern ahout it. If they did — every session this 
week would he devoted to it . . . yet it's not even on 
the agenda. 

Possibly some feel it's too embryonic . . . hut that's 
my point. 

I believe Pay-TV must be dealt with, when it is 
embryonic — or you'll never get another chance, even 
if yon are a two billion dollar industry. 

I don't want to sound altruistic or like a prophet 
of doom — because I helieve in the system of free en- 
terprise. And I believe that people should make their 
own decisions. 

But I also believe that people should be well in- 
formed on issues ... to avoid a minority from impos- 
ing its will on the majority through ignorance or de- 
ception. 

You're the people too — and you're going to have 
to decide which way to vote on the Pay-TV issue. 

The question is when ... I say NOW — while there 
is still time. 

That's the way I sec it. So let's take a look at my 
dream world and see why I think so. 

Whoever controls programming controls the view- 
ing public. If Pay-TV is allowed to develop unchal- 
lenged — its economic potential is so vast — it will 
control programming. And that would be ironic because 
the most important sources of programming in the 
world today is free television. 

The unfortunate thing about that statement is that 
for a long time, the public has been duped to believe 
otherwise, thanks to the audible minority of carping 
critics, intellectuals and other self-interest groups. 

Well I'm sorry for them — it is they who are the 
dupes. 

Despite their intelligence, they lack the experience 
to realize that genius is the rarest of all commodities — 
especially in the entertainment and sports world. And 
for thinking that the human brain has the capacity to 
create quality product — either in quantity or vastly 
l>ettcr than is now available — merely by paying for it. 

Pay-TV promises it will — Let's see if they're right 
— and start with the live theatre. 

Challenge any intelligent audience to name just 25 
outstanding Itroudwuy smash hits produced since the 
jear 1900 — and give them 10 minutes to do it. 

I've newer found any that could. 

Oh. thev'll name five or ten off-hand, but vou'll 
find the struggle thereafter — brain-racking. 

If in a span of 64 vears the best producing, directing, 



writing and acting talent has not heen ahlc to compi 
a hetter track record from the many thousands 
Broadway shows produced, at considerable investmen! 
how does anyone expect it to happen o\ ernight hy pot 
ting money, in a coin box? 

And while we are at it, we may as well throw sonj.i 
cold water on another Pay-Tv fahle. 

A "My Fair Lady," produced for the live thentrif 
would not nearly be as good, on TV. Because it would 
lose the electricity that rebounds across the footlig 
hetween audience and actor, that sparks the illusion i 
that makes live theatre vibrant. 

Unless it was made with built-in motion pietim 
techniques — but then it would not be live theatre. 

And speaking of movies — In 50 years Hollywood's 
batting average for outstanding achievement ha^ bepr 
minescule — compared with the tens and tens ■ 
thousands of features released. You play them, yjori 
know that. 

And we know for sure no amount of money » a* 
spared the geniuses of that industry to do their best. 

Despite popular belief, the answer does not lie in tM 
amount of money available for or spent on produc- 
tions . . . but the human element behind them. 

For example — "Mutiny on the Bounty," starring 
Marlon Brando, is a 26 million dollar flop. Yet — $ 
"On the Waterfront," with the same actor, won several 
academy awards , . . and it was made for only $385,000. 

No! No "Open Sesame" promise hy Pay-Tv iSiif 
ever force the human brain to satisfy the desire tor 
greater attractions. 

It's also hard to conceive that people can be so 
easily misled to believe that Pay-Tv will uncover so 
much untapped talent to make it outdo what is alread) 
theirs, for nothing. 

Your networks spend nearly 200 million dollar^ 
annually to develop and supply you with programming. 
That's more than enough money to make any tale'il 
who's been in hiding crawl out of the woodwork. 

Your viewers have had free access to every known I 
super-star in the world — from the best of the drumaifc 
and performing arts, to full coverage of Project M«r* 
cury. 

And from Lincoln Center to the Oljmpics there** 
damn little they have missed — or ever «lk 

Docs anyone believe the promise of a bigger paj-ntf 
will make Frank Sinatra or Joan Sutherland sing aflj 
better? Or Sandy Kofax and Y. A. Tittle pitch innrl 
strikes? Or for that matter, Ingrid Bergman and lit 
Lawrence Oliver, bring their fine art to the screen in 
better fashion? 

Yon know the answer is emphatically no. 

Stars perform at their best '«H the time . • . \§0 
minute they don't, they're no longer stars. 
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(jeutlciuen. IW"* face it — llie networks are doing a 
J'iiiit? job. Ami il" llu'ir detractors and harassers believe 
I results are mediocre surd vmiu' v%va smell. I hav c 
pew s for llu'in — and anyone else — ■ MwfN all titer* is, 
f tlwre ain't iiu more — even if they (Kg up ('nil II. 
|)c Millc. /icgficld ami loscauiui — and (hat goes 
for psiv- 1 v tiio. 

Aii w* ji_\ , wen one will ho taken euro of by llie ile- 
ulopnient of I'll!" and I. IV*. W lien they eoine of ngr 
il SvTH knock down another Pay- IV argument. I :i 
Viiii Cfibuni on 1 1 bo soon lor only (en minutes on the 
Id .Sullivan Show, hut they'll g,ho you a |r»o hour con- 
icort — hy paying for it, of course. 

What I'd like to know is — win has Congress ap- 
srfoprKiTcd all I lull immcj for the KIN' ;iud I III' de- 
f lopnient if Vsin ( lihiirn, won't be around to play on 
ftw telet i»ion — because > - I A will have him under 
■ contract, long before. Who's kidding wliom? 

* I And if everybody holds gab-fests until the Pay hoys 
yet a Toot in the door, what will \ III'. Till-' and KTV 
»fci.» — Scrabble? Or will Pay-Tv then he asked to 
diare their good re-runs with us'.' 

There oan he no doubt that the prospects of a higher 
bay -off MIST lure your top talent and biggest attrac- 
tions. 

Ihe Actors (.iiild and cv*ry other Guild and In ion 
In the entertainment field has already aiinouneed its 
.iifport of Pay - 1 V unturxlh. And fr*c- 1 1, as we know 
II twdli) would never recover from such a blow — he- 
suise, there's onh enough top talent around to make 
Biue master. 

If PftX'-Tt. should become that master %< irnhl ii put 
ree-Tv out of bushies*.? No, but tour |)restige and cani- 
ng Capacity would suffer so greatly that you would 
use % our present pote-ircy and ability to serve. 

The most recognizable comparison I could make 

> vintUI be to compare the effect 1% lias on radio, when 
au come of age. 

The public would Mtf freo-Tv is O.K., but all the 
.ood stuff is on tho cable. A ml such propaganda would 
' liW he lost on s|)onsors and your critics who'd really 
lave a field day with it. 

But I'm also enough of a realist to know that it's 
Hipa#sible to stop progress. I he best anyone can hope 
I p dw Si dvl:i% il. 

And before anyone damns Pny-'l'v, just stop ami 
'ink — it has an economic potential so huge as to 

* \cfv the imagination. And selfishness and profit are 

> lot always the most ignoble of motives. 

IT Pay-Tv is to become a way of life, its undeniable 
otejiey do m a ii <K that the public interest he protected 
gainst exploitation. 

In the field of entertainment, there is only one 
j. roup of men — in whose eare such a trust could bo 
heed, yon the Broadcasters and yon the Federal 
^OTIiltiuiicalioiis, Commission. Ivecause von are the only 
roup indoctrinated to act in Ihe public interest. 

It would be ihe only way the public could he as- 
ited of protection. Hecausc. yon men arc already 
censed by the government and under surveillance by 
* regiilatirry agency. 

But 1 shiidder to think of what would happen to 
to public if Pay 1 decision Is permitted to fall into 
ic hands of some of the current erwp of promoters. 
Jl&f is why I am urging all of yon — Congress. Ihe 
oniniission and the broadcasters — to work in concert 
have Pay-Tv put in)o the hands of the broadcasters 
id the FCC. while there is still time. 

And should thai be done would programmm;: he 
•tier? No. 
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Hut il von don't I i»ht lor il oi .i-;.uns| it iio» 
— • it will bury v on. CJnkker lli.ui Mi knist Ih * ever 
could. It's that potent. 

IS there are Mime w hit h.i\ e doubts ;ih<>ii! mi ilr e.uu 
world. I expect it. I hey mav feel tb.it I've sold the net- 
works short wilh their capability to slip in .mil t.ik 
charge if they have to. I haven't. Hut if I hev don't slip 
ill and help you now they'll lose more than vou w ill 

It sun mis unrculistii — but it's not as ilif I ii oil in 
do as some think. 

Ami while I have great admiration fur some net- 
works I'm not selling my self short because of it. 

One tiling in in v favor is that I just su ha|ipeu to 
know about these movie people — from w.iv bat k. 
Don't sell them short or turn vonr hai k fur a split 
second. I hese bovs are far from amateurs and know 
every trick in the hook. \ on can depend upon them 
not to repeat mistakes made in the liartlesv ille, I oronto 
and Hartford experiments. 

I o a practiced eye, it was a foregone i out liisiou 
they would all m> down the drain. I ach not only pit keil 
a wrong location fur a test — hut made the same pro- 
gramming errors. 

I don't consider auv of those tests — heinu more 
than an exercise — in losing inunev. Itnt the men I'm 
talking about are not testini; — they're plavinj; for 
keeps. 

They're not worried whether or not all children — 
rich or poor — see all programs. \ud they don't care 
how many years the l ("C spent to develop a I v system 
that did not create second cla*s citi/cus. 

I hey are amouu Ihe shrewdest and must hardened 
businessmen and have few peers w hen it comes to pro- 
motion. 

lint mainly, they know the value of Itariiuiiusui. 

It would bo foolhardy to underestimate their deter- 
mination and seriousness. \nd they are exceedin»h 
w ell financed by W all Street. I he 22 million dollar 
public stock issue of .Subscription I v was underwritten 
by 53 of this country's leading brokerage houses, and 
over subscribed. 

I hey now have one of the suav es| — sharpest and 
most dy uaiuic salesmen in the laud heading their opera- 
tion: Put W eav er. w ho can gather hoadiiie* faster than 
bees honey. 

Let's study a few samples of his techniipie at press 
conferences. 

I lore's the first hou-mot: " I he fears of some broad- 
casters and most theatre operators that Pay - 1 v threat- 
ens their future is nonsense." I hey also used to s.iv 
"What's w rouf with selling serap-iron to Japan." 

Let's try another one on for si/e: "Suloeription I ele- 
vision will not even compete with commercial television 
for the attention of most regular I N w ateliers. 

It's comforting to know — they don't want most 
regular IV watchers, just those in vonr prime time. 

Hut I've sav ed the prize for last: " I he three net- 
works todav compete with each other for ma-s audi- 
ence with escape and habit viewing pro»r.uns. Suhsi rip- 
lion I elev ision w ill offer '(.hutufhl siiiuiil.ilinu" programs 
of strou" interest to small uronps" and in the next 
breath, contradicts himself by s.iv in» "In addition t<> 
•.iieh mass audience programs as first-run movies .mil 
sporting events." lie concludes "It is this eapabilitv to 
uive small groups what they passionatelv mjmt that 
demonstrates the difference between I ree- 1 N and P.n- 
lv.' 

Well. I passionatelv dis.ijiree. Hec.Hi*e if he means 
to serve up whatever •thou»ht-stimul.itinu' programs are 
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to .small passionate group*, why is his initial pitch being 
made to your pet pigeon — the guy sitting around in 
his undershirt with a beer can in his hand, watching a 
baseball game? 

And he must take us for fools to think that be or 
anyone else would dare try to convince any board of 
directors or stockholders that it's better business to go 
after $100,000 from small passionate groups than a 
million dollars from a mass of guys with beer cans in 
their hands. 

No, Gentlemen! They're after your hide from the 
beginning. Because they know the only way for them 
not to become another Hartford is with your best pro- 
grams. 

And is anyone buying this mess of propaganda? 
You bet they are. 

I needed some proof about two weeks ago, to show 
j on why I thought it would be easy for the Pay-boys 
to take you — how, and bow fast. And by coincidence, 
it arrived in the morning mail: a letter from a friend 
of mine who had no idea what stand I would take. 

I agree with a lot of his thinking, and despite the 
fact that he knew I would take issue with several points, 
he gave bis permission to use it — he's quite a guy. 

Here it is — 

"Dear Herb: 

Today I received the tickets for the breakfast on 

April 6 to which 1 am looking forward with great 

expectation. 

I notice in this invitation that the key topic, of this 
year's meeting, will be Pay Television. 

This is a very touchy, controversial subject. 1 
am completely familiar with Pat Weaver's project 
for California which would siphon off only about 
5 percent of the people, at various times, who would 
be willing to pay for the outstanding programs be in- 
tends to present. 

In other words, Herb, the Cable Television in- 
dustry is coming of age. It will be owned and con- 
trolled by broadcasters. Any broad indictment of pay 
Tv would be completely out of line. 

I have always been against pay Tv on a per- 
program basis. However, the great American custom 
is that the customer should have the 'right to choose'. 
Pay Tv will attract only a fraction of the audience 
of free Tv and 1 would bet that 95 percent of the 
people would never pay. Therefore, if anyone says 
that 5 percent of the people, watching some Pay 
Tv features, were going to ruin free Tv, it would 
be a generalization that would not hold water." 
That's it — Mr. Weaver sure gets around. 
Oh, I believe in my heart and soul that the Cable 
Industry is coming of age — but I can't agree that 95 
percent of the people will never pay. 

It may surprise some, but when Pay-Tv reaches 5 
percent of the people, Free-TV will be just as sick as 
the Theatre Operators were when you arrived — prob- 
ably lots sooner. 

Did you know that in the motion picture industry a 
picture is a smash box-office hit when it's seen by a lot 
less than 5 percent of the people? Did you know, that 
5 percent of the people is almost 10 million people? 
Anil translated into Tv receivers or cable connections it 
means 4 million. 

When Pay-Tv is able to get 4 million connections to 
pa\ $2.00 each to see a National League Pro Football 
game they'll have 8 million dollars a game. 

And if there is no other way for the pubic to see it. 
they'll pay. 

Now let's see what that means to free-Tv. 



CBS just paid 28 million dollars for 28 weeks a 
the same game — over two years. That's at the rate e 
one million dollars a game . . . but there's more* Mj 
Aubrey said the only way he could afford to outbid til 
rival networks was if CBS did not compensate the af 
filiates for carrying them. Therefore, both you am 
CBS are looking at the bottom of your financial bar i 
rels. I 

Pay-Tv doesn't need anywhere near 5 percent o 1 
the people — to severly damage you and your Mi4 
works. 

Do you know how little could trigger it? Just 6/11 
of one per cent. 

Because, 6/10 of one per cent of the people trans 
lated into TV receivers or connections, is 50Q,000« 

And 500,000 Pay-Tv connections paying $2.00 pei 
game is equal to the same one million dollars Mr 
Aubrey said was his maximum, but it would be Pg|iW 
Tv's barest minimum, | 

Now, if you were the head of the National Foothal 
League, or the Baseball Commission, which way wouk 
you go? They will. 

And I'm sure no one believes it will stop 'wJM 
sports. 

So it doesn't take much, does it? 
But will it be possible for Pay-Tv to get 50&,0§ii| 
connections? 

Yes, they will get them, because the connections ale 
already hooked up — all they have to do is turn them 
on. 

Remember Subscription Tv is a Cable System. Aral 
while everybody was engaged in hearings for ten years* 
CATV, which is also a Cable System, grew to 1,J 
systems with over one million connections. 

And they are multiplying at an astronomical rate. 
Only now, with the help of some of the most influential 
broadcasters — who saw their potential. 

1 surmise they were late getting into it because tbiy 
are cautious business men and wanted to take a low 
look. That's something, you'll never get a chance to J 
with Pay-Tv — it's now or never. 

Should anyone think my estimates are figments of 
the imagination, then heed those of a man in hi|p 
authority who would have access to such informattai 
I'm not at liberty to divulge his identity, but I'm not 
the only one who knows his thinking. His private esti- 
mate is that within 5 to 7 years 50 to 75 percent of the 
Tv sets in the country, will be wired for Cable. 

But more important, he believes they will all b® 
interconnected. And he isn't the only one, in high in* 
thority, of that opinion — I've heard several more* 

If 1 were a broadcaster, that statement would stop 
me dead in my tracks. 

But how much time do we have left to fight? 

Very little. 

On the West Coast where Pay-Tv is about to inakei 
its debut in three states — Washington, Oregon arjcl 
California — there are in actual operation, or under 
construction today, 252 CATV Cable Systems. Aniszirrgi 
252! 

And it's physically possible to interconnect them — 
on a moment's notice. That would blanket the West 
Coast from Vancouver to San Diego. 

These boys aren't fooling. And my friends, dpi 
covers almost 25 million people or ten per cent of ftre 
population. And the rest of the country can go jump 
in a lake — the Pay Boys don't need them. 

May 1 put a commercial in this spot, for the people? 

It won't take 5 per cent for the minofritv to fkflfl 
its will on the majority — just 6/10 of one percent IS 
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nioiigh of si catahst li> make ')') and 4' 10 p;n to sic ji 
program the\ now Iww wrrim to for nothing. 

And I'd l&* vou to know I'm fnlh aware (hat hhwh 
! of t'he CA ]~V licenses granted by local #tiHwriri«* pro- 
hibit tin* mm? of I Ik* fncilif ies for Ply-T*. per sc. 

|li addition to their legal IMH^M who know frvr cntcr- 
I prise is endorsed h) law ;ind court, t In* Pay promoters 
pelv On help from local governments wh#» always need 
inonc). tind v oinl self-interest groups to dein:iii<l the 
1 rjgljt of self-determination. 

Hut «ill the) be able to net enough people to sign 
up when the) clear their legal obstacles? 

I lu\\ will. It's their easiest job, because the) will 
attack Hie soft underbelly of the people, the desire for 
multiple choice. 

One million CATV connect ions prove it. 

And the*, will attack your soft underbelly too — the 
small markets — where people don't hint* multiple 
choice. 

I hese promoters are not going to look for trouble 
In wwtiuj the wrath of the major and medium si/e 
markets. They want tbein lulled into complacency bc- 

IcajiH* they don't need them to win. 

There's enough cntcrtamincnt-Mnrvcd people in the 
smaller markets to give them 5 per cent and more w fth- 
ont a struggle. 

That's why it's New York's, Detroit's, Denver's ami 
lOmaha's Fight too. Because even new connection in 
'in the outlying markets will he another nail in their 
coffins. 

The) can't say it's not their business this time — it 
ill be their necks too, if they don't help. If all broad- 
asters would have pitched in and helped the I'd 
r.ineys and the Hill Groves ten years ago in their fight 
to control or contain CAIN', when there was still on!) 

handful, CATV* would not now he the most dangerous 
pofenjlal to the success of Pay-TV. 

Today, no one would think of doing anything about 
'A I A' without first consulting NCTA, because now, 
ihere's more than twice as main of them as there are 
nf von — 1.300 systems, and growing like weeds. 

But if Pav-Tv is going to he that easy to come In. 
because there arc enough damn fools who want it. then 
I lay. thev are the people too — let's give it to them. 
MM first — lets protect the interest of the majority. 

There can be no donht of the legal and constitu- 
tional grounds on which permission was granted, for 
the Pay -TV tests. Hut what happened to morality? has 
■ lost its meaning? 

II was never intended that 5 or 10 percent of the 
>cople — who arc cither uninformed, or stancd, be- 
can.se they can't receive multiple signals — should im- 
pose their will on the overwhelming majority, as can 
Tappcn in this case. 

Therefore, it is the duty of Congress and the Coin- 
Mission to protect all the people. If there are no laws 
|l> cover it. or if they arc inadequate, it is their duty to 
pnaiet or change them — in the people's interest. 

But it is your job, as broadcasters, to see to it that 
I i« done. And it can only be rioter by putting all hroad- 
lsiing — Free and Pay — under one roof. 

If this monstser is allowed to fall into (he hands of 
ronioters, cvcrylMHly will lose: the people, the free 
roadcaslers, the networks, and even the CATV openi- 
rrs, not excluding those who arc also broadcasters. 

It won't matter who the) are — or how political!) 
nfhiencial. They'll be catered to. only long enough lor 
re Pav Inns to become well entrenched — then the) "II 
m gobbled up loo. 

It's an old old pattern with vnnc of these movie 



people, w Imi don't know w Ii.it lo\ altv is — even to «\n b 
other, \ihI the) 'II do it, because tin v 'II n<iitro| pro- 
graiiniiiiig. \ ml the) 'II do it. because so mum broad- 
casters don't know their own strength. 

Your power lies in a drug more potent than heroin. 

I've seen its magic at work main times whin mi 
usher in one of my theatres asked a patron sitting bc- 
t wee n two empty seats to please move over so :i i onple 
could sit together. I he patron would move, but with 
eves glued to the screen — mcsiiieri/ed. lie or she, 
would not miss even a second of their dream world — 
potent stufl. 

And the) 'II move over to Pay-lv, without even 
knowing it — mesuieri/ed. I 'or whoever posesses tin ir 
dreauis, |M)ssesscs them. 

And the Pay -lx>)s know it too, but the) also know 
that ever) thing isn't a dream. I hat's w h) the) don't 
want everything y ou'v e got, the) wouldn't take it if 
you gave it to them. If the) did. thev wouldn't hav e 
an) thing to use for comparison, to shout about. 

I he) only want your best. 

And it takes so little to get it — ev en (> HI of one 
percent is enoiigb of a catalyst. 

I hat's win Pay-'lv is ev cry ImxIv's business — y ours, 
the Commission's ami Congress's. You have no more 
time for procrastination and indecision — because the 
moment of truth has arrived for all of you. And no 
matter what ainhodv savs to the contrary the broad- 
casting industry . as we know it todav . can't thrive Half 
Pa) Half Free — can't serve Half Pav - Half I ree. 
I here aren't enough dreams to tfo around. 

Hut the broadcasters are already fighting each other, 
if the news reports are true, instead of their would-be 
usurpers. 

In the name of common m'Usc vou can't do this to 
each other. In the name of morality, the Commission 
and Congress can't do this to the people. \ nd none of 
vou can afford to stick v our heads in the sand, and 
hope it will go aw a). I he I.. A. hoys ahead) have their 
one big attraction — after that the delude. 

If vou div ide — the) 'II compier. If )ou procrasti- 
nate — they'll compter. 

If I were a station owner when this convention is 
over and we got finished talkinu about clutter, and 
forms, and pi»uv backs. I would nrfe mv industry 
leaders to schedule another conclave — as soon as 
Immaiilv possible. 

I would urge them to see to it that every broadcaster 
in the country attended it. \nd I would nrye them to 
invite the Commission, as well as Members of Con- 
gress, and call it a "Survival Meeting." 

I would urge tbein to keep all of us locked ill) until 
we ironed out our differences and raised the biggest 
war chest in our history . 

No Less \\ ill Win. And the stakes are high ei«i**ufh 
to warrant such effort. 

Which w a) von choose is vonr decision to make, not 
mine. Hut I will plcdt>r to do whatever is asked of hit. 
no matter what the decision, kml if the battle is to Iw 
joined, I bog of v on: Remove the v eneer. and get rid 
of the well turned phrases — some of these people 
don't understand that. Put on brass knuckles and sine 
it out. And get down in the gutter, in the mud. and 
shout if have to so thev can hear v on In-tter. and 
know that ) on mean business. 

It's the onlv w av thev will understand, and it's the 
onlv wav to win. 

It's vonr life — It's vonr investment. It's v our in- 
dustr) — and it's vonr right to vim* it. 

Don't let them grind vou down. 
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Bottling unit puts caps on 300 quart bottles per minute. 

I irst floor of new packaging plant has six bottling units in operation. 




BALLANTINE fc 



Yhe 124-year-old P. Ballad 
tine & Sons Brewing Company 
Newark, N. J., last week opened, I 
new $10-million packaging, ware-) 
housing and shipping center as pari 
of its 42-acre Newark plant, popu* 
larly known as Ballantine City. 

With 300 distinguished guests,] 
including New Jersey governor 
Riehard J. Hughes and Newark, 
mayor Hugh J. Addonizio, Ballan- j 
tine officials identified their brewerw 
— the only site at which BallanUrfr 
is made — as ''the largest singjsj 
brewing operation in the world. 

At the new facility, 6 million cans 
(both 12 and 16 oz.) can be fil 
and packaged a day. Officials 
pointed with pride to the systemic 
tion they've evolved, under wl 
an empty beer can delivered to 
brewery at 6 a.m. is filled and seal©!] 
and ready for the consumer by 6;22 
a.m. — just 22 minutes later. 

The new portion of the plant can] 
also fill and package 2.5 million 
bottles (12 oz. and quarts) a 4tf, 
It takes longer to fill a bottle — I 
53 minutes, in all — because boOlnJ 
have to be sorted as they're returned 
from taverns and stores, then lii-l 
spected (both visually and by mean 
of an electronic eye), and finallv 
washed to clean off spillage, a proc- 
ess that takes longer than it d©#I 
for eans. 

A new storage warehouse will ac- 
comodate 700,000 eases of 
and ale under its 8.5-aere 
Visitors, taken on bus tours of 
42-aere brewery, saw that storjfl 
is based on the pallet — a wooffcu 
rack on which 32 cartons of fegf? 
and ale can be stacked, then mo« 
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opens 3>10-million annex 



m 'i single unit by lift-trucks. 

Hie key to the over-all operation, 
however, was identified as the brew- 
ery's conveyor belt, n 7-mile sys- 
tem that allows for speedy handling 
»f daily production. 

It was explained that some 700 
ante trucks and tractor trailers 
ave the brewery daily, including a 
lew fleet of 525 white-and-gold 
ante trucks. inaugurated last 
nan tli. 

Freight docks at the new section 
>f the plant accommodate some 68 
lit road cars, chiefly for unloading 
\f raw matrials like malt and corn. 

The latter gives beer its lightness 
lind dryness, comes in "grint farm" 
Wd is actually the heart of the corn 
•vernal. Haps for Ballantine are pro- 
duced chiefly in Washington. Ore- 
son and Idaho, by growers who. 
" rider contract to the brewery, fol- 
ow its recommendations on fertil- 
ation, irrigation, picking and pack- 
It 

Before going through its final 
inishing process, beer at the Bal- 
nline plant is stored in 1 5.000- 
arrel vats, said to be the size of a 
hree-rooni apartment. 

Design of the new facilities 
tarred in 1959. Construction started 
"i I960 and has just been com- 
leted. 

Carl W. Badenhausen. Balla ntine 
resident, made a brief welcoming 
ddress. then led Gov. Hughes and 
lay or Addon izio to an area of the 
ew facility where the) participated 
i the reception and shipment of a 
dedication load of beer. Jerr\ Cole- 
ian, Yankee sport seaster. was 
Pl»t master for the dedication. ■ 
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Whenever there's any excitement around here... 
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vere was n fine frenzy of excitement — widely known as 
lousier Hysteria" — at the final game of our state high 
hm\ basketball tournament recently. 

fieon thousand lucky ticket -holders packed Butler T T nt- 
rsity's vast lieldhouse to the rafters. 

id just about every other Hoosier worthy of the name sat 
>11 up toward the edge of his chair in front of a TV set, 
itching our exclusive live telecast. 

"i (his night of nights, we not only served our own 09- 
«unty audience . . . we fed our telecast to ten other stations 
roiiphout Indiana, providing the only television coverage 
I the climactic game. 

*xt comes the historic Memorial Day 500-mile race . . . 
m we'll be right in the middle of that,' too. Plus all the big 

M> 13, 1964 



event.* of the "."00 Festival." Plus the State Fair this sum- 
mer. Plus the Antique Auto 'Four this fill. Phi* nnvthing 
else worth covering. 

Broadcast ser\ ice like this makes \V V MM your Ix-nt TV 
hii \ in Indianapolis and its rich satellite market/* . . f >r 
the station that serifs l>est tx'tts Sxest. Ask v»ur KATZ man! 



WFBM TV 



TIME 
LIFE 



A«M C A S 11! 
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The complete list of the first 15 advertisers among the 164 sponsors of UBiliti 
network time for the first quarter, 1964, is, as follows: 



Commercial dumber of programs and 



Advertisers 


minutes 


series by networks 




1 ) 




"UK 


/YI>\> 


(5); CBS (9); NBC M 


2) 


A 111 iTU\tn Woiiip l*r*»rl nr*f v i\ 


269 




i 1 v f lic / v-ur 


t ■ -I 

111 1 




I 'J fl 1 X\K.\t\%\<\ 






3) 


R. .1. Rev n olds Tobacco Co 


24 8 '/2 


ABC 


(41* CRS (51* NRC 


(4) 


4) 


CaOiicnil F"oorfs Corn 


216 


ABC 


(4); CBS (15); NBC 


(II 


5) 


C»ciicr;il \ I of oi*k Corn 


214 


ABC 


(8); CBS (2); NBC 






(S fliviMoiiv) 












Itrown \Yilli:ini von Toh'icc/t 

IH W '* II W * IIIIUIII.3UII J UlMll.\.U 












Corp 


187 


A KC 


(7); CBS (2); NBC 


m 


7) 


Philip Morris lnc 


176 




CBS (8) 


8) 


Bristol-Myers Co * 


167 


ABC 


(3); CBS (10); NBC 


us 


9) 


American Tobacco Co 


159 


ABC 


(3); CBS (3); NBC 


(2) 


10) 


Gillette Co (2 divisions) 


153 


ABC 


(6); CUS (3); NBC 


(2-1 


11) 


Liggett & Mjcrs Tobacco Co 


138 


ABC 


(6); NBC 


0): 
m 


12) 


Mock Drug Co 


118 


ABC (12); CBS (6); NBC 


13) 




117 


ABC CIO); CBS (1); NBC 


m 


14) 




115 


ABC 


U); CBS (6) 




15) 


1*. Lorilhird Co 


113 


ABC 


(1); CBS (2); NBC 


m 



(* Does not include 34 commercial minutes for Clairol, Inc., a Bristol-Sjl|teir* 
subsidiary). 



Proctor Gamble leads 
network p.m. sponsors 

The Proctor & Gamble Co., 
American Home Products Corp., 
and R. J. Reynolds Tobacco Co., 
were the leading buyers of evening 
programs on all three television net- 
works during the first quarter of 
1964, according to analyses made 
by Network Advertiser Report, 
New York. The three led a list of 
164 companies and company di- 
visions that were partial or com- 
plete sponsors of network programs 
in prime time, between 6 p.m. and 
1 1 p.m. daily during January, Feb- 
ruary and March. 

PSG program sponsorships to- 
taled 348 commercial minutes dis- 
tributed among 25 different pro- 
grams and series on the ABC, CBS, 
and NBC networks during the 
three-month period, far ahead of 
all other advertisers. 

American Home Products Corp., 
including all divisions, had a total 
of 269 commercial minutes on 12 
programs and series on the three 
networks, and R. J. Reynolds To- 
bacco Co.. in third position, had 
248 and one-half minutes on 13 
programs and series. Other leading 
advertisers included General Foods 
Corp., fourth with 216 commer- 
cial minutes among 20 programs 
and series, and General Motors 
Corp., including all divisions, fifth, 
with 214 commercial minutes 
among 19 programs and series. 

Philip Morris, Inc., unique 
among the leading advertisers, con- 
centrated all of its first quarter ad- 
vertising on one network, with a 
total of 1 76 commercial minutes 
on eight CBS program series. All 
six major cigarette manufacturers 
placed among the top 15 network 
program sponsors. 

The Chevrolet Division. Gener- 
al Motors Corp.. had more sched- 
uled commercial minutes. 1 15, than 
any other automobile manufacturer 
or division, contributing to the 
overall General Motors total thai 
moved the parent company to filth 
position. 

Network Advertiser Report pub- 
lishes semi-monthly and quarterly 
analyses of advance commitments 
for all prime time network pro- 
gramming in terms of commercial 



minutes per program for each ad- 
vertiser. The first quarter report 
for 1964, from which the list of the 
top 15 advertisers has been com- 
piled, was published last week. 

Advertising, marketing 
changes at Reynolds 

Howard Gray has been named 
marketing manager by R. J. Rey- 
nolds Tobacco Co. Robert A. Rech- 
holtz succeeds Gray as ad manager. 

Gray has served as advertising 
manager sinee 1957. He became 
assistant advertising manager the 




Gray Rechholtz 



previous year. He has served on 
the company's advertising commit- 
tee and is chairman of the packag- 
ing coordinating committee. 

Rechholtz has been with Rey- 
nolds' advertising department since 
1961. His previous experience was 
with the advertising department of 
Procter & Gamble Company, as as- 
sistant to the copy supervisor and 
assistant to the brand manager. 



Ad tab to nearly double b-y 
1970: B&B's McMahon 

An estimated $22 billion will be 
spent in advertising in 1970, data* 
pared with over Si 2 billion tod^ 
says Benton & Bowles V. P. Jo- 
seph M. McMahon. who stresses 
that "with more and better adver- 
tising directed against tomontM"' 
consumer, the advertising . . . 18, 
our clients just has to be mar 
forceful if it's to be really and truly 
effective." 

Speaking at week's end to the 
Women's Advertising Club of Warn 
insrton. D.C., he discussed chanC 
in consumer attitudes and market 
ing techniques since 1945 and tal. 
the club members to look $lgm 
to even more change and competi- 
tion in the years to come. 

McMahon pointed to "new prod 
uct revolution" in last 20 ye^B 
which stemmed from alert matkjfl 
ers first identifying consumer* 
needs and then to satisfying thany' 
And added that consumers haven't 
only grown accustomed to charts 
but now seek and demand it in 
products and services nvgm 
available to them. 

The forces and changes of the 
past will accelerate in the future*, hr 
said. "We'll have more people to 
sell our products to . . . within ;4 
generation, nearly two-thirds of all 
potential customers will be people 
not in the market today. 
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WJi a t s m iss i ng fro m 
tltis scene that would 
arouse greater viewer 
identification, greater impact ? 




mm^ _ ^ - ^ - 

What's the one way to convey 
the impression of elegance ; 
intimacy and vitality that is 
forded by this fine personal ca r ? 



1 




What's the best way to 
bring out all the finding 

of icy good ness that 
this product has to offer? 



How can these 
TV commercials be 
made to work harder 
sell more ? 



turn the page and sec . . . 



Colo T ! Kellogg's drives home product iden- 
tification, enhances appetite appeal the best 
possible way . . . with color commercials. It's one 
reason why Kellogg's is number one in its field 
. . . and stays that way ! 



Color! Ford uses color commercials to show 
off rich body colors and interior designs. Color, an 
essential factor in car sales, enhances consumer 
involvement. It's just one more reason why 
Thunderbird is number one in personal car sales ! 




Color! Sprite puts over its cool, mouti 
watering green packaging using color comme 
cials that get higher sales and increased enthug 
asm with bottlers. No wonder Sprite moved 0 
to number two in its field in only 24 months ! I 



COLOR. . . 

makes the difference ! 



Here are just a few of the many benefits you get whf 
you use color commercials: 

1. Strongest possible trade name identification 

2. Greater consumer involvement 

3. You stand out from your competitor 

4. Your best prospects see your products at their te 

5. Less cost increase for color than in print media 

6. Black-and-white viewers see even better pictures 
The whole country is going color . . . more stations, rrtlrl 
and more home sets. Work in color now and you get tfi 
greatest possible benefit in terms of experience M 
better transmission, even in black-and-white! Wartf 1 
know a lot more about the benefits of working in colfl 
Just contact: Motion Picture Products Sales Department 
EASTMAN KODAK COMPANY, Rochester. New York 14jM 

SPRITE: Advertiser: Fanta Beverage Co.. a division of The GocaCo 
Company. Agency: McCann-Marshalk Co.. Inc. KELLOGG Compan 
Advertiser: Kellogg Company. Agency: Leo Burnett Inc. THUNDEKBIRI 
Advertiser: Ford Motor Company. Agency: J. Walter Thompson Compan I 



For COLOR 




AFA asks nominations 
for Mall of Fame honors 

^minatrons for advertising's 
JLtll of Fame, sponsored by the Ad- 
vertising Federation of America and 
tlie Advertising Club of New York. 
..tre being accepted between now 
and April 20 at A FA headquar- 
ters. 655 Madison Ave.. New 
York. Flection is made on basis of 
service to organized advertising bv 
fifsSKJ or women deceased two or 
BBPP years. Jury of judges. 
ht'Jded by Elon G. Borton. retired 
AFA chairman and president, will 
yflfei two nominees this year for 
lonor at the AFA 60th annual con- 
tention in St. Louis, June 7-10. 

patstaff's soft-sell 
pylB emcee to sleep 
I Latest thing in soft sell is a way 
nit TV campaign cooked up by 
Wank Rhy tick, creative head at 
Wade Advertising on the Coast. It's 
inquestionahlv the answer to main 
if the critics of commercials. It 
■liminates am cause for federal 
•omplaints about loudness. And 
,nakes niembers of vogue-ish "Ob- 
noxious Commercials" clubs look a 
ittle silly. But cleverness and pop- 
i la r appeal aside, can it sell beer 
or client Falstaff Brewing? 

Titled "This is Your Minute." the 
>0-second spot which broke last 
»eek in San Francisco is almost en- 
irely silent. No one ever listens to 
ommercials anv way, opens Fal- 
|taffs pitchman, "so this is your 
lin'ule. Why don't you run to the 
itchen and have a beer — any beer 

or go to the bathroom? We'll call 
ou when the program is back on." 
( n the ensuing seconds this nevv- 
tyled salesman practically falls 
sleep on the screen, but perks up 
nd gives a yell when the program 

about to return. 

A "Sound of Laughter" series of 
Os features no audio at all. Just 
lighter and the visual impact of 
( ie product. 

3MC announces 
11 million campaign 

British Motor Corp.. which in 
%3 moved into second place in 
ie sales of imported cars in the 

S . has announced another $ I 
lillion advertising campaign for 
ie fiscal year beginning this month. 

Sales for BMC for the first quar- 
tet 13, 1964 

I 



ter ol I \ will Ik see oud onlv to 
\ olkswagcn. aceoiditig to B\|( 
president. 1 1 J I Sullicld. and 
50' < ahead ol the third ranking nn 
porter. 

I'nhke \ olkswagcn which uses 
a great deal ol I \ . BMC will In- 
putting the lion's share ol the 
budget into print. I hirteen national 
magazines w ill be useil through 
agencv Reach, Mc( hnton k ( 'o 

Reingold buys color 
TV for Met home games 
" I his is. we believe, the first time 
a stadium's lighting will have been 
designed for colorcast ing of night 
games," said G. P. I it/patrick. ad- 
vertising director of Rheingold beer, 
in announcing brewerv's sponsor- 
ing color telecasts of all Met home 
games on WOK- 1 V New York. 
I he additional cost of special lights 
at Shea Stadium, now under con- 
struction at blushing Meadow . w ill 
amount to more than $150,000. 

Colgate to sell Ajax 
on NBC-TC color show 

"As an important element in the 
massive March-April spring clean- 
ing promotion." the Clogate-Palm- 
olive Co. is sponsoring " / lie Ten- 
nessee Ernie Ford Hour in color on 
the NBC-TV network from 8:30- 
9:30 p.m. F.ST April 10. on behalf 
of all Ajax products Other com- 



ponents of tlu t s n tti | r. > 
t ion, plated tlmui'h \ >rm ui ( ri 
A. Kummcl, iik hide a h is v h d 
» Ie of network and sj >t I \ I > ir 
c o|or ads in nation. il j nut d iui 
mail and a S 5(M ) ( H M ) w p t A L 
lor a total described as th • lv • \ i 
in ( olgate's hislorv " In ( urn 
Judge, ye ne i a I sales in m.i > r > I 
household prodtie Is div i ion v 
prodiKls i n i. hide th ek in e r . ill 
purpose e leaner, floor .iiul w.d 
cleaner aiu! a new laundry de ter 
gent. 

Zenith's 1963 report 
highlights color TV 

bxpansion of w hollv -owned sub- 
sidiary, I he Rauland ( orp.. to pro- 
duee more than l(),(KK) color pic- 
ture tubes a month profitably was 
highlighted in Zenith Radio Corp.'s 
1963 annual report, as cited In 
chairman Hugh Robertson and 
president Joseph \\ right I liev said 
the subsidiary would make a sub- 
stantial contribution in \ i )M "in 
continuing to increase Zenith's 
share of the last-grow ing color l\ 
market." to which the conip.inv has 
for several wars keyed its engineer- 
ing, manufacturing and marketing 
efforts. Sales in i*M3 hit S3-R 
802.000 or I 2 r r above the prev unis 
record set in IM62. I arnmgs were 
$20,852,000 or U r < above the l l H>2 
record. Both earnings and sales had 
been reported prev lotisK 



Putting contract to bed 




Stria Mattress Co., » ia W . B. Doner S. ( o.. has renewed its •.lured spon- 
sorship for I ho third jear of Chicaco Cults coverage- by W ( , N Radio. \t 
signinu «crc Scrt.i press. I). ('. I lir\ch. Jr. I scaled I, and (l-ri Doner » .p. 
M. I', Kosluian; VV(JN mgr. ( liarlcs I . (ijirs; Vrta sales mcr. Kenneth 
Kakstang: ami "('uh\ N nice" Jack Quintan. Home and a«a> games are 




AGENCIES 



Computer use rises 



Computers in agencies have tripled in 10-months but 
new applications are slow to develop. Only three 
agencies studied use EDP for media planning, evaluation 



AGENCY COMPUTER INSTALLA- 
TIONS have tripled in the last 
10 months, a study made by RKO 
General Broadcasting indicates. 
Most of the major agencies now 
have computers or are utilizing out- 
side data processing equipment. 

Of the 24 agencies studied by 
an independent research firm for 
RKO, six have added computers 
(EDP) since April 1963: Ted Bates, 
Compton, Dancer-Fitzgerald-Sam- 
ple, Doyle Dane Bernbach, EWR 
&R, and J. Walter Thompson. 

Two new agencies have EDP 
equipment on order (Footc, Cone 
& Bclding and Benton & Bowles) 
and three have purchased service 
from outside companies (Grey, Ken- 
yon & Eckhardt, SSC&B). 

Accounting and general fiscal ap- 
plications remain the outstanding 
use of data-processing equipment, 
with few agencies using EDP for 
media planning and evaluation 
(Lcnncn & Newell, Young & Rubi- 
cam). BBDO could also be in- 
cluded in this group. 

These facts were released by 
RKO General Broadcasting. 

Computers are used in various 
ways within the agencies, but their 
importance in media selection has 
been particularly stressed. Agencies 
are quick to point out that the com- 
puters arc not an end in themselves 
in media selection, but rather 
should be used as a starting point 
and as a basis for the media man 
to exercise his own good judgment. 
For this reason BBDO declined to 
be categorized as using "EDP for 
media planning and evaluation." 

While electronic computers, men 
and organizations go through the 
same basic steps in the initial in- 
formation processing stage of de- 
cision-making, only men arc "ca- 
pable of coping with uncertainty 
and taking decisive action by mak- 

40 



ing the leap of faith across the de- 
cision gap," according to Dr. John 
C. Maloney, manager, research de- 
velopment, Leo Burnett, Chicago. 

Media decision-making is a com- 
plex and difficult business, Joseph 
St. George, v. p., Y&R points out. 
And when considering the even 
greater complexities of the broad 
spectrum of the business, it seems 
to him that a truly effective pro- 
gram designed to help make busi- 
ness media decisions may have to 
be developed from scratch, using 
wholly new hypotheses, approaches 
and programs. 

St. Georges explains the role 
computers play in selection at Y&R, 
using spot TV as an example. 

Data from availabilities arc fed 
into the computer via teletype pa- 
per tape from a machine in the 
media department, he says. The 
immediate output from the com- 
puter is cost-per-1000 data which 
is delivered back to the media buyer. 
Not only docs the computer do all 
the necessary calculations on cost- 
pcr-1000, but it also arranges spot 
in order of efficiency by station. 

Then the buyer considers the op- 
portunities provided in each market 
for which he must buy. When he 
has a reasonable idea of what he 
has to work with, and what he 
wants to do, the buyer goes back to 
the computer, simply by picking up 
the phone and dialing it. When he 
is connected he reads into the com- 
puter the identifying number for 
each of the spots which he wished 
to consider, and almost instantly the 
teletype begins to print an answer. 

St. Georges said the computer 
then comes up with such data as 
reach and frequency for all stations 
in a given market, plus the weekly 
cost, number of spots and cost-per- 
1000 for each, gross rating points, 
and other essential information 



needed for a media buyer. 

From there, in a matter of rni|| 
utes, the buyer can try any numb 
of combinations of spots in a m§( 
ket until he finds the buy w 
most effectively and efficient 
meets his agency objective. 

Agency media heads concerm 



AGENCY AUTOMATION 
STATUS REPORT 

February — 1964 
Trend toward automation 

Equipment on premises: 



ADP 



EDP (computer) 



Own equipment 



Leases equipment 



Equipment on order: 



ADP 



EDP 



Purchase 



Lease 



Buy service from data processing cor 
panies 



No major automation effort 



Current application of 
automation procedures 

For all media 



For some media 
On all accounts 



On some accounts 
Researching applications 
No activity at present 



Current use of automation 

Media planning & evaluation: Print 
Broadcast 



Media decision implementation 
Buy orders: 



Insertion (print) 
Contract (broadcast) 



Estimating: Print 

Estimating:. Broadcast 

Media paying: Print-Broadcast 



MATEC— applying media data and. «• 
costs to sales territories _^ 

Accounting &* gen'l fiscal application) 

Are media decisions made by equipment 



Yes 
No 



made from data generated by W 
menf? 



Yes 



No 



Aith the application of Hie com- 
pter: N. W. Ascr, (Philadelphia), 
Leslie Faniath. director of media; 
led Bates, William J. Kennedy. 
.Ii rector of media; BBDO. Herbert 
Maneloveg. v. p., media director; 
Benton & Bowles, Bern Kanncr, di- 
rector of media; Leo Burnett, (Chi- 
pps). Tom Right, media director; 
Campbell- Ewald, Emil Tacovsky, 
Jirector of media; Compton. Frank 
<emp, media director, v. p.; 

Dancer-Fit/gerald-Samplc. L. T. 
kchcr, director of media; D'Arcv. 



I '"rank S Ott, \ p.p. media director, 
l)o>le Dane Bcrnbach, .A I I'eteau 
age, v.p., media director; 1 W'lUR 
Sain Scott, director of media. 
Foote. Cone \ Behling, Frank (iro- 
mer. Jr., v.p., director of market- 
ing services; 

Fuller & Smith & Ross, John 
Nuccio, v.p., director of media; 
Gre\ , Hal Miller, media director: 
Kenvon & Eckhardt, Joseph Brann, 
director of media relations; Lennen 
& Newell, Herbert /eltner. senior 
v.p., media director; MeManus. 



John \ Adams, J I' C . uir ttu\ . 
media sii|vr\ isor. 

McCann-l ricksou, K M I r-je 
ucr, % p , media director, Ncedluni. 
Louis iV Brorln . Robert A \S uif 
horst, v.p , director of media and 
research; Ogilw. Benson & Ma- 
ther. Sam L Frc\, \.p., media di- 
rector; SSC&B, Llosd Harris, % p , 
media director; J Walter I homp- 
son. Dick Jones, v.p., media di- 
rector; Young & Rubicam. Warren 
Bahr, v.p., director of media rela- 
tions, planning. ■ 
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AGENCY 



New Midwest head 
by McCann-Erickson 

Carl Johnson, Jr., has been named 
executive vice president in charge 
of the Midwest region of McCann- 
Erickson, Jnc. 
He will also be 
chairman of the 
board of man- 
agement and di- 
rectly respons- 
ible for manage- 
ment of the Chi- 
cago office. 

Johnson has 
been president 
of the McCann- 
Erickson office in Tokyo for the 
past three years. Before that he was 
a vice president and management 
service director for the agency in 
the United States. He joined Mc- 
Cann-Erickson in 1956 after being 
associated with Young & Rubicam, 
Affiliated Retailers, Inc., and Mont- 
gomery Ward, Chicago. 

The appointment of Bernard 
Gross as vice-chairman of the 
board of management of the Chi- 
cago was made at the same time. 
Gross is a senior vice president. 



Baisch agency expands, 
changes its name 

Baisch advertising agency, a 15- 
year old Cleveland advertising and 



public relations firm, has changed 
its name to Baisch, Blake & Gabriel. 

The name change is made to re- 
flect the growth and expansion of 
operations or personnel, according 
to a spokesman. Blake joined the 
agency in 1954 and Gabriel in 1958. 

"In 1963 our sales reached an all- 
time high," president Paul Baisch 
reports, "and we anticipate our 
billings will increase 20% in 1964." 

BB&G serves some 50 local, 
regional, and national firms in in- 
dustrial, financial, mail order, and 
retail fields. 



Smith/Greenland uses 
shock approach for ABC 

Smith/Greenland has come up 
with the "shock" approach to create 
interest in the ability of its client, 
The ABC Radio Network, to pro- 
duce products sales. 

In its first of a series of adver- 
tisements for the ABC Radio Net- 
work, Smith-Greenland uses this 
headline: 

"Bab-O tells everybody that net- 
work radio is terrible." 

And then goes on to explain: 

"They hope their competition be- 
lieves it. 

"Why shouldn't BAB-O's compe- 
tition know how effectively network 
radio moves product? 

"No reason. 

"On the other hand, why does 
BAB-O have to be the one to tell 
them? 



mini 



lllllllllllllllllllllllllllllllllffl 

Sorry, piggybacks count as two 




"After all, how BAB-O took 
long-term declining sales curve, M 
versed it, and achieved a 24% ]■• 
crease, is their business. 

"It's also the business of netwoi 
radio. BAB-O used network rad 
effectively to create its remarka^ 
sales success. 

"There arc over 210,000,000 r; 
dios out there. Home radios, m 
radios^ transistor radios. And sxafli 
body's listening to them. 

"Just ask Bab-O. Privately. 

"For an even broader view < 
how network radio moves produce 
call on network radio. 

"As a matter of fact, call a 
four radio networks. 

"Alphabetically. 

"The ABC Radio Network." 



Spiro now Lavenson 
president 

Walter A. Spiro has been clecfe 
president and chief executive C 
Lavenson Bureau of Advertfsfti 
here, succeeding James H. Laveo 
son, who continues as member l 
board. Agency, with current 
ings of $5 million, was establisM' 
35 years ago by Jay Lavenson, 8 
who continues as chairman of bolfd 
Newly named to board are Vio 
Presidents Mira Berman and Harff 
A. Egbert. 

Spiro has been exec. vp. of La. 
venson since 1958, in charge o 
client service. Before that, he I 
ad manager of Gimbel's here; anc 
held exec, posts in advertising, 
licity, sales promotion and disr 
with such firms as Allied SffiQtJ 
James McCreey; Locsscr: and Gini 
bel's. New York. 




Howard II. Hell, Code Authority Director of the National Association 
of Broadcasters, explains NAH's new Television Code amendments on 
multiple product announcements to industry leaders at recent meeting 
(see Friday at 5, March 23). Shown (l-r): Howard Hell, Kdward Fieri, 
HHIK); Samuel Novenstcrii, Lever Hros.; Feed Plant, Block Drugs; 
Lawrence Kojjers, Jr., Taft Bcstn^., member of new TV Code review 
hoard; Newman McKvoy, CAW. 

yilllllllllllllllllllllllllllllllllllH 




FC & B's Italian 
Expansion 

The 100% acquistion of Radar 
& Benson here by Foote, Cone 
Bclding makes new firm, to 
known as FCB-Radar, S. P. A., 
largest American agency in 
and third largest of all agencies in 
this country. Acquisition, first by 
FC&B since it went public in Sep- 
tember, involves purchase of ma- 
jority interest from Italian ptiirf 
pals with agreement of S. H. Benson 
Intl. to sell to FC$B the ffrinnrti 
interest it holds. 

Radar & Benson's annual billings 
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total S5-S6 million. Other Amcri- 
BtO agencies in Italy. YdK-Itamco, 
$4 million. JWI, $4 million; 
imi)(), S3 million, MeCann-Frick- 
iOn, $3 million; Gardner (and part- 
ners), $1.5 million; D'Arcy (and 
partners). $1.5 million; "led Bates, 
iflffi.OOO. 

Announcement of acquisition 
Ln made by l-'CJfcll Chariman 
Hubert F. Carney, who said it's 
•first step in long-range program 
if creating well-rounded network 
if offices throughout Western Eu- 
ope." Other FC&B offices are in 
ondon and Frankfurt, as well as 
n Mexico City, Toronto, Chicago. 
loiKton, Los Angeles, San Fran- 
■isco and New York. 

FCB-Radar will continue under 
talian management, with founder 
Man Luigi Hotter staying on as 
hairman of the board and man- 
ging director. FCAB will name 
three execs of its International Di- 
ision to the board: Kenneth G. 
aylor, Anthony Newell, and Rich- 
rd R. Romanelli. 

Clients of FCB-Radar include 
ewly acquired Alitalia, plus Her- 
'agni (General Foods); C. G. E. 
General Electric); CIBA S. p. A.; 
deal Standard S. p. A.; Rank Xcr- 
m S. p. A.; and Regie National 
pes Usines Renault. 

/dung & Rubtcam elects 
wo women v. p.'s 

Dr. Virginia Miles and Syliva 
immons have been made vice 
•residents at Young & Rubicam. 

Dr. Miles came to Y&R in 1962 
rom a ten-vear stint with lnter- 




Vf/f.t Simmon* 

ublic where she was vice president 
rid director of research for Me- 
ann-Marschalk, vice president and 
ireetor of business development 
wr Marplan. and director of inter- 
itional research for McCa nn-Erick- 
>n. She joined Y«SR as a member 
| \ the special projects group. Her 



present [xisition as vice president, 
special planning, encompasses all 
phases of the agency's activities 

Miss Simmons joined the agency 
in I960 as a member of the special 
projects group. Previously she was 
associate creative director at Mt- 
Cann-Frickson and director of its 
contest and direct mail division 



Agency shifts 

'linker Wayne ct Co., Atlanta, 
has been appointed by Pharmaco to 
ha ndle all advertising for its Sulfur- 

5 and Gloss-S lines of hair care 
products . . . Ogilvy, fiensen ii 
Mather will conduct a corporate 
advertising campaign for Morgan 
Guaranty Trust Co. Morgan will 
continue using Albert Frank Guen- 
ther Law for its financial adver- 
tising . . . '/.burner. Keller A Culvert, 
Detroit, has been appointed p.r. 
counsel for AM I Corporation, 
manufacturer of scale model plas- 
tic a utomobiles in assembled and kit 
form . . . Khni-Van I'ietersoin-Dim- 
lap, Milwaukee will handle adver- 
tising and p.r. for Chef Pet Foods. 

Arthur fine Assoc. ha\e been 
chosen to handle complete p.r. and 
publicity for Cooper Textile Mills, 
Wycombe. Pa. . . . Doyle Dane 
liernhach has been appointed by 
the Democratic National Committee 
to handle its national advertising 
for the 1964 election campaign . . . 
Wilson, Haight & Welch, Hartford. 
Conn, and Boston ad agency, to 
handle the Friendly Ice Cream 
Corp. of Wilbraham. Mass. adver- 
tising and publicity . 

Henton A Howies vv ill consolidate 
all advertising for S. C. Johnson 

6 Son in the United Kingdom. N'cw 
assignments include Pledge, shev 
polishes. Glade air freshner. and 
service products for industrial 
users, products currently being 
handled by Frw in Wasey. Ruth- 
rauff & Ryan. Ltd. Benton &. Bowles 
already handles Pride. Glo Coat, 
paste waxes, and automotive prod- 
ucts in the United Kingdom. 

I'riend-Reiss, New York, has 
been appointed by A. C Gilbert 
Co. The agency replaces BBDO 
which resigned the account Last 
year Gilbert spent ^ 1 .4 in television 
and print advertising . . Speer <X 
Mays to handle all advertising and 
p.r. for Fiesta Poofs, a privately - 
owned swimming pool const met ion 



company Hu haul ( I v iu li 

St 1 ouis, appoint d b\ ( h.tmp 
Items, manufacturer of mto r pair 
parts, to handle advefti id ' promo 
tion. and sales publicity 

I tiiuloti tC Asm* iutes lias Ik en 
named the agency for the ( haago 
land Dealer Advertiser Assoc 1 he 
account involves an estimated 
$ 150.0(H) in billings Kenwn 
S. It khan It has been aw arded ad- 
vertising responsibility for Brown 
berry Ovens. Company has partial 
distribution in 45 states, more heav 
ily in Wisconsin. Minnesota. Illi- 
nois, and California . . . l!om> A 
I'rovundie appointed by the New 
l nglan d Confectionary Co. 

Henry J Kanffman has been se- 
lected by Security Home Mortgage 
Corp.. speciali/ers in second mort- 
gage home loans and debt consoli- 
dation . . . Senium Sialone A\sih\, 
Akron, have been chosen by the 
San My gene Furnitu re Manufactur- 
ing Co. to handle advertising, mer- 
chandising, and sales promotion for 
its furniture lines. Mattresses are 
not included in the assignment 



WNOU-TV \ / 
/ IS PIRST IN \ i THAT SHOWS \ 
? LIVE I PLENTY J 

PUBLIC INTEREST ,". OP THE OLD /' 
\ PROGRAMMING/ \ HUSTLE / / 
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TIME / Buying and Selling 



Guide to becoming a first-rate 
. . . as a rep sees it 



How to get into the wonderful, yet demanding, field 
— and then how to succeed by really trying — as told 
by a veteran who's seen the 'in' of inside operations 



By Carl L. Schuele, president 
Broadcast Time Sales 

HAVING PERSONALLY called On 
nearly every agency in the 
United States that buys spot radio, 
1 have had a bird's eye view on what 
it takes to succeed as a timcbuycr. 
I'd like to share these findings in the 
hope they will say 'thanks' because 1 
owe everything 1 have to agency 
timebuyers. 

Among the ways of getting into 
timebuying arc the following: 

a) Go to personnel agencies that 
specialize in advertising - agency 
placements. 

b) Go through the SPONSOR 
guide or the yellow pages and call 
a minimum of 10 media direc- 
tors, arrange appointments and fol- 
low their guidance. 

c) Produee a selling resume on 
yourself and state how and why 
you've selected timebuying as a 
career. Send it to media directors. 

d) Take any agency job offered 
and work your way to the position 
us buyer. 

Once in the buyer's seat, your 
first goal should be to become the 
best buyer in your agency. And to 
do this you must always bear in 
mind the job you do for the ageney 
(your employer) and the client (your 
employer's employer) . Spend that 
money as if it were your own. Each 
purchase should receive the total 
consideration you'd give ;i major 
purchase made with your own 
money. 

Take pride in your appearance. 
Bill Abrams, when buying for 
SSC&B was one of the best dressed 
men you'd ever find. He still is, and 
he's an account executive with Ted 
Bates now! 



Be constantly alert. Look for 
ways to improve your company and 
yourself. Show management you 
want the agency to be outstanding. 
Advance your ideas every chance 
you have. Mike Laterrc of Peerless 
Adv., N. Y., did and today he's one 
of the highest paid buyers in the 
industry! 

Organize your week in advance. 
Devote special hours to seeing sales- 
men and let them know the specific 
times that are best for them to see 
you. Make room for upgrading 
present schedules on a regular basis. 
Don't merely route incoming sur- 
veys to file. Instead, study the buys 
you have running in the market 
with an eye towards getting the 
most for your money. Leave room 
for those heetic last minute jobs, 
but let "upstairs" know you have a 
planned schedule. They'll respect 
you for this — it's the mark of a true 
professional. Can you imagine 
BBDO's Hope Martinez alarmed 
by an AE? 

Bring salesmen into your plans. 
Work with them and they'll work 
with you. Your job will be far more 
interesting once you get the sales- 
men on your side . . . and you'll be 
amazed by the amount of good 
they can do you and your client. 
Nick lnbornonc is an expert in this 
area and it's paying off! 

Steer conversations. Always keep 
talk on a constructive plane. Nearly 
every dedicated buyer knows what 
it takes to sell his client's product 
and cares little about small talk. 

Learn your proihtcl. Do every- 
thing possible to know the product 
inside and out. Find out how the 
client believes flic medium can help 
move more eoods. Always listen to 



Starting out with a one-matt 
office in Los Angeles J J ymrs 
ago, Carl Schuele has built the 
rep firm into a nationwide com- 
plex. He opened the second of- 
fice in San Francisco two years 
later, in 1953, In 1954 he Hxmwd, 
into New York and Chicago,, in 
1955, Detroit. During the periods 
x)f organization he lived in, each 
one of these cities. In 1957 he 
set up an office in Philadelphia, 
Schuele claims he has personalty 
called on virtually every trmfof 
agency in the U. S. Now he 
handles 26 radio stations, secured 
$10 million in new business for 
them over the years. Before stow- 
ing BTS, Schuele Worked as a 'el ; W 
jockey for WSRS, Cleveland; thm 
announcer and salesman WlCy. 
TV, Erie, Pa.; later as a salesman 
for KPOL Radio, Los Angeles. 



the "ct' f before making a buy. P~ 
particular attention to the cor 
theme and judge the stations M\ 
cordingly. 

Learn your prospects. The buygp 1 
who know the profile of the JJIM 
pect are better able to select ftf 
proper station and the proper com- 
mercial setting. Diek Sheppaftf 
Pontiac buyer, and Woody Crimpy 
BBD&O Dodge buyer, arc shining 
examples of professionals who &w»j 
the difference between number* 
and prospects! 

Devehff a "buying system". In- 
augurate a procedure that enable 
yoti to grab choice availabilit aS 
which are quited on the basts; oi 
first come, first served, An ordgd| 
system can save hours of mcanfn§- 
Iess loss of effort. When you sal) 
for avails, he sure you inform Uli 
salesman exactly when you plan H 
buy his market; this will save iM 
interruptions of call-backs toa 
Study Y &. R's operation here. 

Give the salesman time. Mevet 
ask that avails be left with the, 
ceplionist. Today's modern MM- 
man deserves to be heard. Hell 
respect the? value of your tinie and 



i timebuyer 




wcsent helpful information on many 
mportant points. Don't prejudge 
(he station* without hearing the full 
.tory — as it is today! 
[ j Take pride in your agency — and 
h'llow media people. Talk it up on 
£yery possible occasion. Joan Stark, 
prey, is so sold on her firm and 
per associates that it pours out all 
>ver the place. This generates cn- 
husiasm and it's contagious. Brag 
• bout those new accounts! 

Doable check everyihitii> thai 
out with your signature. Some 
lmtaRes are very costly. The 
vople you deal with w ill respect 
he extra care you give. June Kem- 
x»r of George Ha rtman. Chicago, 
lotes all incoming calls briefly 
just the facts) on a yellow pad — 
list one point that explains her suc- 
•*css in this profession. 

Explain your frays. This is doublv 
mportant to v isiting, station owners. 
Each will then see how he can im- 
prove his facility and make it better 
or your client in the future. Just 
watch. 

Be prompi for all appointments. 
The buyer who keeps people wait- 
ng in the reception room is thought- 



less. \\ e all re.ili/e things come up 
at the last minute, bill even if the) 
do make it a point Id explain this 
to the salesman who is waiting. It 
onh takes a moment to step out 
and apotogi/e in person. 

keep an open mind. Advertising 
is a fast breaking business. Don't 
be a Ira ill to switch a bin if some- 
thing better comes along Your boss 
u ill respect the fact that sou "re con- 
stantly alert and trying to get the 
most for the client's munc\ . 1 he. 
J. Walter 1 hompson buyers realize 
their loyalty is to the client, rather 
than the salesman or station, and 
so is the loyalty of many other top 
agency buyers. 

Take advantage of men handisini;. 
Don't be one of those buyers who 
looks at merchandising only after 
the buy is made. Your best oppor- 
tunity many times invokes the 
"total" offer of a station lie sure 
to get the merchandising you've 
been promised. Ask for an "evi- 
dence report." and your account 
executive will thank you for the 
effort. 

Be a positive buyer. Don't be 
afraid to "take charge." when you 
know you're right. At Dancer- 
F : it/ge raid-Sample there's a buyer 
(maybe he's a supervisor now) 
named She! Pogue. Here's a man 
who fights for what he knows is 



best for the eht.nl, but h s armed 
with all the facts Klor<_ h ch ir » • 
(iff 1 his Inn to pa) off 

Make field trips as <>jt< n a\ pus 
sible Don't rely on printed in.i 
terial; go out to visit as main m.ir 
kels as possible. I alk to your coun 
terparts in other cities; find out the 
stations vour field sales lorec rec 
oinniends. talk to folks in \upcr- 
markets (especially the ones buying 
competitor's products) to learn their 
favorite stations 

Building a siiccessul earccr in 
this mdiistrv is simply a matter of 
understanding that the first-rate 
timebuycr must have something ex- 
tra, something that makes him stand 
out. The extra something, I've 
learned in my 1 5 years of calling on 
buvers, is the vs ilbngness to work, 
and to work . longer . . . hard- 
er and smarter 

Find out vs hat vour agency and 
client want, then give it to them 
You'll see. as countless others have 
— in fact nearly every top buyer 
who has forced ahead — that buying 
is an exciting profession and one 
that pays off in both pride and ac- 
complish ment. 

Remember, just as there's a dif- 
ference between a representative 
and a salesman, there's also a dif- 
ference between a buver and a first- 
rate biner. ■ 
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TIME / Buying and Selling 



Is quality of programing a n« 



MJ&A v.p. sees over-improving research techniques 
a boon to timebuying, but a main sales ingredient — 
program quality — is sorely neglected, he states 



Kollo Hunter 

vice president, television and radio pro- 
gramming and administration MacManus, 
John and Adams, Inc. 

We've read some brave words 
in this section of Sponsor dur- 
ing recent months. There has been 
undeniable evidence adduced by 
bona fide experts that science has 
at last come to the buying and sell- 
ing of broadcast media. It's encour- 
aging. 

A new breed marches forward 
toward exactitude. Today's buyer, 
even as Tom Swift, is undismayed. 
Fearlessly he faces mountains of 
numbers, accumulations of instan- 
taneous automated data on media 
and markets. Electronic data proc- 
essing has entered upon the scene, 
not exactly unheralded. 

Yet while the markcting-mcdia- 
rcscarch men cope with their com- 
plex universe of data from which 
to make bigger and better deci- 
sions (and in the main, they seem 
to be doing just that), a single fa- 
cet of all this complexity may de- 
serve some special attention: pro- 
graming, which means applying 
broader judgment and understand- 
ing to influences which matter a 
great deal — program quality and 
fitness, the time period, its com- 
petition and lead-in, audience com- 
position and demographic charac- 
teristics. Fx actly what and who will 
ths people we want to reach prefer 
to see and hear? 

With the approach of each new 
season, the network program jug- 
gling game becomes a wilder and 



wilder scramble. Pilots win "firm" 
scheduling on Tuesday only to lose 
it on Wednesday. "Stump the 
Stoops" is penciled out. "Scare the 
Saps" is penciled in. Stars rise and 
fall overnight. And who is to say 
that all these formidable decisions 
are well-founded? 

The drift of network program- 
ing over the years (in concept, con- 
tent, casting, positioning, what- 
ever) toward absolute control in the 
hands of a few has been somewhat 
depressing to many of us. It now 



takes the muscle of many millifil{ 
of advertising dollars to influence 
programing before it gets on 
air. Agency buyers of compare 
tivcly modest package and 'scatlKI 
plans are learning to queue ipl 
With less money to spend than tht 
mightiest, they steel themselves w 
a few frustrations in their program 
ing efforts. These men arc no 
really pterodactyls perched in thi 
TV trees, but sometimes they dtj 
feel slightly extinct. 

The chances are that we cart well 



( Rollo Hunter joined MJ&A 

= in March 1964, coming from 

= Erwin Wasey, Rnthroiiff & Ry- 

| an where he had served as v.p. 

■ and director of TV and radio 
( for eastern and central divi- 

■ sions. He started at EWR&R 
= in 1952 as a TV -radio copy- 
= writer in the Los Angeles of- 
= fice, later becoming production 

■ manager. If miter he go it in radio 

■ <is a juvenile actor at KDYL 
g Salt Lake City in 1934. lie grad- 
g uated from U.S.C. in 1941, 
B served in the Navy until the 

end of World War II when he 

= joined Kl ' I-KECA Lo.\ Ange- 

S let. Later went to ABC Holly- 
wood, where he held succes- 

B sive posts as local program nian- 

B ager. assistant network program 

M manager and production inan- 

H agter of the western division. 

1 later joining LWRAli. 
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sales tool? 



1 a broader base of program e\- 
"rienee autl judgment than is pres- 
ntly being brought to hear. Pro- 
graming mediocrity hasn't been 
nx-rconie yet. In fact, there are a 
ot of people around who think that 
J lie mean average is getting pretty 
itfuti indeed. Despite the fact that 
there are brilliant practitioners 
jimong those accepting the horren- 
dous responsibility of deciding what 
]* ill and will not be presented to 
he public, we will soon go into 
imother season during which there 
ta ilf be stand-out examples of "band- 
fvagon jumping*' — seasonal fash- 
i>m in program categories. 

In a business where this week's 
jheories haw a way of becoming 
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i idiculiHisU invalid by next Mon 
da) morning, you'd th ink th.it rule- 
hook thinking would be a capital 
crime Yet there is still some limte 
niindeihiess around in programing 
and in the buying and selling of it 
We have not seen the last of its de- 
leterious effect. I he woods are still 
reasonably lull ol oracles out there 
on those limbs sawing industriously 

As a vote for the open mind over 
any catechism ol musts and don'ts, 
let's look back through the years 
at a few seasons of cliches that 
went awn,. For instance, there's 
that ancient one. still heard once in 
a great while: ""Television is pricing 
itself out ol" existence." Well, if it 
is. nobody told the people who put 
up the money to make it a $2 bil- 
lion advertising business in 1963. 

You don't have to be exactly a 
contemporary of William Boyd to 
remember when you could pick up 
this feedback: "Westerns are for 
kids." Sure they were. Big kids. 
Another message from the past, long 
ago seen in the clouded crystal ball, 
declaimed: "You'll never get away 
with try ing to sell beer in the morn- 
ing." Strong refutation has come 
from hundreds of stations for \ears. 
Now we read of late night program- 
ing in radio designed to sell harder 
stuff than beer. 

If you go back many, many- 
years, you'll recall when television 
was supposed to kill radio just as 
talking pictures killed vaudeville. 
(Could that relate to current fee 
vs. free TV pronouncements?). And 
at one time you were expertly ad- 
vised that there was no place what- 
ever in television for the big dance 
band. Lawrence We Ik was more 
worried then than he is now. I hen 
there was the stuffy bit of eti- 
quette once intoned in many a pro- 
gram conference to the effect that 
when you go into a viewer's home, 
you must behave there with the 
same decorum as an invited guest. 
That rule never got through to 
Jackie C! lea son. 

There are, of course, many other 
examples to cite. Such hind sight 
is easy and not always exactly fair. 
I he point of dredging up these 
disproved theorems is to remind 
ourselves to "stay loose and eas\ " 
in our thinking. Freshness is a 
quicksilver thing. A fat rule-book 
often stultifies it. ■ 



Carlsberg beer spots 
brewing in 8 markets 

( arKlvrg Breweries, in a l.iiii 
paign well-over MOO.OOO. via 
ton Co.. will introduce its iilw bet r 
bottle through more dun 4 (MM) 
spots on a do/en radio stations in 
eieht markets. 

Aimed at the grow mi', imported 
beer market, the commercials utilize 
humor to get the message across 

I he spots run from a minimum 
ol 10 weeks (WH\, New \orl\ to 
a 2o-vveek maximum (\\ OXK. New 
York ) and are concentrated mainly 
in eastern markets. In addition to 
WHN and WQXR, other stations 
here and the number of weeks 
scheduled are: VSIPG Atlantic 
City. 13; WIIDH Boston. 17. 
W FIG Marathon. I la . 13. WCBS 
Miami. 13: WISN Milwaukee, 13 
WCBS New York. 15; WNI W New 
York. 20: WI'A'I Paterson. IS. 
WLKW Providence, 1 3. and 
WGMS Washington. 20. 
Below is one of three spots prepared 
for the present campaign: 

( iirl: (Youngish von r) I inmt , Dm tnr I 
behaved like a < In hi. but I < ouhln t 
help it. It was m» (."•<;, , ful the 
perfet t blend <>/ form ami juni turn 

itlhttosl coy) You kiww . Dr. St liumptiter 
I hove ii tout h of the p>« I It >> <i< 
the ImeheM llum Id n't it in 
i>u>nth\. Sit I be von tmnn 1/ l<> 
</r< unite my iipti rtinent I framed 
one. Lven united one it ith copper. 
Xotliirif; n rout; » thill, is there. 
Dr. Schiinipatcr 7 I mean tins pas- 
sion for the WW Carhberg liecr 
bottle? 

DOCTOR: t\'iennese-i\ pe-voice — re as- 

sarins;) Xo. no. it's quite all ri^lit 
flowers \ nice t unlidentiallv I I'm %<>rr\ , 

your time is up. ( >oo\ bve . m\ dear. 

and don't uorrv S< ( \ou next 

u et k 

I v oiee hinder ■ a hlih frwhtt 'it <l I \ •' 
So' \ot that il>><<r' 

SOI SI) Door opt n loud proton < </ 
i rtishmn ot botth < 

DOC 1 ( >R Uihnoti M < ( pou > } on Inn < 
ruined his h hoh i i >lht in >n < t «c« 
( arhht b< nth < 
\\\OI \( I R Muth <(> \ . > i // ;ld"l r, 
the n< >< ( iirhh, r • frt Ith %o i II 
find i/rinkim; tin hi > r t\tn in re 
ri u ttrdttlg ( t rhht r *. iht I ri in 
bar of I i pi n I a •< it an eilr.t 
i >rdinor\ hi • r ,1 on I i I i r 
fill hi i r tht in r, t i I ( at h r • 
(« the hrt n <;e // / i % i o 
month ( to i r ati ( i ' \h> r • II i % 
it hi -lit ihrt i in i ! i I >n •< r l 'I 
i, iks i to it , n \t i tl bet 
% i i lot d t > / b i r, \ t 

I'll d ( , ,• \ •! r I i f r ( , r \ » r 
% t u . ( > % ( ?j f n \ ** ff % r * 
/ / oat i\ i i I I t • oi I * ? f /' 
irn i in I I i U or l t f s / i r 
«.' d I "I r 1 1 / ( >l >< tt 
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MONEY 

IS 
WORTH 
MORE 



TAMPA 
ST. PETERSBURG 



Your advertising dollar 
goes three times farther 

on WSUNOTV 

the pioneer station 



WSUJHV 



Tampa - St. Petersburg 

Noll Rep VENARD TORBET & McCONNEll 
S E Rrp JAMES S. AYERS 



TIME / Buying and Selling 

Soft drink spots set 

With warm weather approaching, 
both Coca-Cola and Canada Dry 
arc readying spot TV promos to 
reach thirsty family viewers. 

Cola-Cola's Minute Maid Hi-C 
orange drink is slated for one- 
minute fringe spots in approximately 
50 markets for a 16-week period. 
Agency is Danecr-Fitzgerald-Sam- 
ple. 

Canada Dry. for various bever- 
ages, will be whetting the palates of 
viewers with 20-seeond commer- 
cials, some to continue to the end of 
the year in selected markets. The 
campaign is through J. M. Mathes. 

Eastman rep firm buys 
AM station in Flint 

Robert E. Eastman & Co. has 
bought WTRX Flint, Michigan, sub- 



ject to FCC approval, and will oper 
ate the station as a wholly-owna 
subsidiary. 

This may' be the first time a na 
tional station representative fifli* 
has owned a radio station ant 
operated it as a corporate subi 
sidiary, although individual reps am 
firms have held partial interests, ! 
stations. 

Operating on 5 kw. day and 
kw. night, the facility is curfetlti 
represented by Eastman, whiej 
plans to continue in this capaftl|l| 

After FCC approval, the rem 
firm plans several innovations: asJ 
of "imagination" in public servi© 
programing; initiating a "farm team 
setup for the development of sates 
men starting with a college-recruit 
mcnt plan leading to "graduation 
to other Eastman offices; and a pro 
gram director consultant seryigS 
based at WTRX. available for bjp 
to Eastman-rcpped stations. 



Illllll 



JUDY ANDERSON: a wealth of information 

"Reps have a wealth of informa- 
tion at their fingertips about mar- 
kets, stations, coverage, program- 
ing, personnel, facilities, and all 
the other factors that must be 
weighed in final decisions for plac- 
ing of advertising. They can be 
very helpful and share all this with 
timebuyers," says Mrs. Judy Ander- 
son, radio-TV supervisor with re- 
sponsibility for buying time for 
Buick (nationally) and Coca-Cola 
(regionally) at McCann-Erickson's 
Detroit office. Judy was recently 
named 1964 advertising woman of 
the year by the Detroit women's ad 
club. Her timebuying ideal is Frank 
Silvernail, a man who has influ- 
enced her philosophy, although 
they have never met. "About six 
years ago," continues Judy, "I ran 
across a piece he had written. From 
it I've borrowed seven command- 
ments of dealing with reps: 1) 
don't high-hat them; 2) don't keep 
reps waiting; 3) ask them for in- 
formation; 4) save face for them; 
5) keep them posted; 6) tell them 
the truth; 7) help them with others* 
As rules for everyday use," she con- 
cludes, "these would have more 
meaning for timcbiners who hare 
had 10 to 12 rears with radio .and 




TV stations, m I've bad/' iifl 
joining 

eight years ago^ Judy 
traffic manager at VVJBi-AM- 
Lansing, l*ri<sr to that, s*ft WSk 
si slant to t he st a t ion mafljprt 
her native Johnstown, Pfc, 
WARD- AM -TV. She fo&ftm 
dren* and makes her home in 
troit's St. Clair Shores suburb. 




TV MEDIA 



really new themes in 
Commercials Festival 




fact that largest TV advertisers 
ire represented admen see no breakthrough. 
Production quality up; use of live actors, 
qinematic art increased, entries indicate. 




II alhii c Hin%, lit ad of ( ,'iiiint rt nth I < \ 
tal. it i tli Hurhunt lost \l'<> \ St>U 
as\(>< . editor . at i nil i>l tiltt moon fiul 



r ill hu vki mm as many new 
original commercials this year 
jis there were a year ago, say ad- 
lie-n judging at the American TV 
'ommercials Festival. Scores are 
mver than other years, in fact so 
tw that judges mav not give an 
ward in some categories. 

Categories with generally low 
cores, according to the Festival 
lead, Wallace Ross: building prod- 
ict% cake mixes, cigarettes and ci- 
ars. cleansers, dentrifices, men's 
niletries, coffee, to\s and utilities. 

The winners will be announced 
t the American TV Commercials 
"estival award luncheon May 15 at 
fie Waldorf Astoria. 



The general!) km scores might 
well be attributed to stiffer judging 
by the advertising elite, but when 
asked as a group the agenev men 
disagreed said it was because the 
commercials were not as good. 

But admen can't expect break- 
throughs and exciting originality 
ovcrv vear, according to A.C. Dun- 
ham, corporate advertising manager 
of Westinghousc F.lectric. With the 
cost involved, all the research and 
testing necessary, growing sophisti- 
cation in the field, it takes time to 
bring out something really new , he 
feels. Agencies with a good thing, 
like Goodyear, arc continuing to 
use the same themes. 



l \en though theie are no major 
breakthroughs, the quaht) of pro- 
duction is up. Gordon Webber, di- 
rector, broadcast commercial pro- 
duction. Benton X Bowles, believes. 
The trend seems to be toward more 
use of cinematic art and fewer 
words, Webber noted. Photograph) 
carries the weight, he feels. Among 
the commercials cited : I aura Scut 
lor potato chips. Cracker Jacks. 
Good\ ear. and various travel com- 
mercials Another participant notes 
the use of live actors has increased 

On the other hand, it was pointed 
out that the use of animation has 
decreased, except perhaps in cereals 
w here animation is used hca\ ilv 



rank Scoppa, executive art director, It'lt S.H. 1 1 ) .worts com- 
tercial with Manning Rubin, v. p., dir., commercial prod ne- 
on. Grey; Gordon Webber, v. p., dir., brotidt ast commercial 
rtnlfictiMi, B&B. 




pil U, 19*4 



I'ntriciti Daniels, recently with W< Conn I ru I r n an tin 
\e\tle act omit, \eora a eommertud in the imah <>t t mpi fi- 
lial. At lit r ntf/lf ft Stephen delltitm. < op\ K r <'up drat r 
\ If. \\er 
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Gcorg Olden, v. p., McCanii-Erickson, 
listening to A. C. Dunham, manager, 
corporate advertising for Westinghouse 
Electric. 



Sy Frolick, senior v. p., TV/radio di- 
rector at Fletcher Richards, Calkins & 
H olden. 



The quality and number of institu- 
tional commercials in the Festival 
is also down. 

Jack Sidebotham, TV art and 
production director, Y&R, feels that 
frequently the same advertisers 
showed up in the finals of the com- 
petition. He also believes that some 
of the commercials that score highly 
in the Festival are those with a re- 
freshing twist or feeling of warmth, 
particularly because of the large 



number of commercials seen at one 
time. (This statement was made 
after a day admen viewed about 
195 commercials.) He felt that the 
twist or cleverness might very likely 
be turned down in many ageneies 
during planning sessions bceause ad- 
men are sometimes afraid the idea 
is too far out and they'll be laughed 
at, or the amount of money at stake 
requires them to think more seri- 
ously. 



Admen settle down for screening of finals. Shown here: (1st row) Jack A. Sidehotham 
and Marvin li. Kunze, Y&R; (2nd row) A. C. Dunham, Westinghouse Electric; Ar- 
thur R. Ross, Ketclium, MacLeod & drove; Arthur C. Mayer, Hicks & Crist (3rd 
row) Helmut Krone and Bob Levenson, DDE; E. P. Genock, Eastman Kodak; (4th 
row) Boh Murgulies, Bates; Rollo Hunter, MJ&A. 




i 



"If you kept all the commercials 
that the elients made you throw out. 
you'd have a winning category right 
there," an executive from Compfc 
commented. 

The bulk of judges are repeats, 
according to Ross. This year there 
is a heavier proportion of erea&ii 
judges, he says. People like Gefirg! 
Olden, Bob Levenson, Helnaui 
Krone, and Sy Froliek are am;o,n| 
them. For some reason, the judpf 
from the creative side tend to fl 
lower. Ross feels. This tends, te 
weight the elements represented 
perhaps, but marketing men jusi 
aren't interested enough to attend, 
aeeording to Ross. Also, many ad- 
men believe, you can't consider the 
marketing story when appraisin 
the commercials. 

It has been suggested to ba?« 
consumers judge, and even kt&M 
doing the judging of kids, commer* 
eials. but that would turn the com- 
petition into a popularity contest.* 
the Festival head contends, 

Of the 165 judges, organiiri 
into an advisory board and six re-J 
gional councils (East, Midwest. 
Southwest, Canada, Southeast);, fl 
advertising ageneies are rcpresent©dL| 
36 sponsors, 6 TV stations, 1? » 
soeiations and eraft unions, an 
three consultants. 

Ross has been traveling to the 
different eitics to eonduet the judg- 
ing sessions. He comments that Jpj 
many sessions throughout the GOpo* 
try do greatly affect the winners 
as the evaluations are colored % 
regional viewpoint and a eloit'i 
view of the market. ConsidCTaltstil 
are more material than in New YSpj 
and California, where the erMli^ 
is more heavily weighed. 
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Categories which the juuigrs h.i\e 
>cen rating high, automobiles, gilts, 
nui ranee, institutional, packaged 
LkicIs, pet products, travel, phar- 
Haeeutieals. Average ratings arc go- 
ng to auto accessories, appliances, 
rakers ami confections, soaps and 
eodorants, beers and wines, hair 
reparations, cereals, cosmetics, 
vir s products, gasolines, home 
lurnishings, paper products, and 
i loft drinks. 

According to Ross, 194 com- 
panies entered 1.396 commercials, 
epresenting 685 national, regional, 
iul local advertisers in the United 
^tates and Canada. In order to be 
ligible. commercials had to be 
I jlecast for the first time not be- 
I We 1963. This is a record nuni- 
I ier of entries, 2 ( ) more than last 
ear's total. Of all the entries this 



lestnal board members for 1^64: 
Karion A Cimmim.s. Complon Ad- 
veflKing Agenvh's: Cn \ri i s II. 
Krowir. RBDO; I i o ill win. I eo 
Kurneli; FaIri a\ M Com . looie 
Cone & Belding; John V. Clnmm.- 
i 1 \ m , Cunningham & Walsh. Giori.i 
II. CiRimiiN. Young & Rubieam; 
B#y\n IIoisiON. Metcher Richards; 
Rom ri V. l.tsk. Kenton & Howies; 
Dan Si v.mori, J. Waller Thompson; 
Wu 1 1 r Wi ir. Donahue & ( oe; 
Wii i iwi HiRNHvi u. DDK, Dvvm 
Ot.ll vv . O.B.M. Advertisers: I im in 
W. I'm i . General I oods; J \mi s S 
Frxii. General Mills; Dw in J. M \- 
lKiM v, Colgale-I'almolive; R\i i>ii I'. 
Oi msti vn. Kellogg; Hvrrv I-. 
SrtiRoiiiR. National Risen it Co.; 
i\ ( rui. Smith. Gillelie; Dou.i \s 
(,].. Smith. S. C. Johnson & Son; 
J\m» s D SriH KiR. Scon Paper; Ru 
Wr hi r. Swiii & Co.; Al I RID A. 
Wiiiti vki r. Krisiol Myers; Whiivm 
I-. Mm srin . New x ork T elephone 
Company 



m 9$*? were on film (1284). 
idco tape commercials totaled 1 12. 
olor films and video tape num- 
cred 213. or 1 5 T of the entries, 
his is more color by far than prc- 
ous years. 

Analysis of representation in the 
rgest categories showed the foil- 
ing number of entries: beers 
wines (75). automobiles (64), 
laged foods ( 62 ) . baked goods 
Hi pharmaceuticals (42). tobac- 
produets ( 34). retail stores (29). 
nks and finance (29). 
There were 60 series of three 
niniercials each entered for con- 
Ue rat ion regardless of product 
Stegory. A new 20-sccond category 
W 77 entries. The 20-second 
> nmic rein Is are considered both 



within their piodnct categoiv .uul 
as 20s. 

Scoring vv.is designed lor auto- 
matic processing In John Ichx 
Associates, m order to achieve easier 
more efficient tabulation. 

In the preliminary, screenings In 
small panels of judges, three to live 
commercials were selected for the 
finals in each category which were 
later viewed In the si\ councils m 
tout. 

Commercials were scored from a 
low of one to a high of 1 0. Ross 
outlines the purpose and criterion 
for the judging tliusly: 

"We seek to recognize unusuallv 
effective advertising, outstanding in 
concept, and imagination in execu- 
tion . . . advertising which prom- 
ises to realize exceptional results, 
based on the judges' appraisal — 
without benefit of supporting data 
— of what its objective was, and 
the judges' evaluation of its com- 
parative success." 

Commercials were grouped in 
product category because market- 
ing objectives most closely parallel 
in that win. Ross comments. How- 
ever, each entry was appraised as 
an independent entity. ■ 



88,977 Tv sets 
produced in January 

Electronic Industries Assn.. re- 
porting for first time on color TV 
set production, notes that 88.977 
units were produced during Janu- 
ary 1964. ( RCA says its sales of 
such sets in January were higher 
tha n in a n v previous month, and 
expects record first-quarter profits ) . 

Other HIA figures show TV and 
radio set production increases in all 
categories for January 1 964, com- 
pared to January 1 963. 

Monochrome TV set production 
rose from 484.415 in January 1 963 
to 642.080 this January . Of these 
units. 116.218 are all-channel re- 
ceivers, nearly double 58.032 figure 
of last year. Distributor s;iles for 
same month rose to 5S8.555 units, 
compared to 503,82 1 sets sold in 
January last year. 

I otal radio set production in- 
creased from 1 .229,507 to 1.413.- 
293. Other comparisons show auto 
radio sets produced rose to 700,- 
848 from 594.505. while I'M sets 




llentlerson 



manufactured ( i \<.liuhiig auto sets 
but iik hiding tonrbin itioiis of AM 
I M of othei tv pes) total IM, T4i 
up from X7.M I Distributor sales 
l again excluding auto sets) also are 
up, reaching 544,8 I S units from 
last v car's Januarv figure of 4*> 
34S. 

Group W Promotes 
David E. Henderson 

I )av id H. 1 leiulerson. Wli/ as 
sistant sales manager, has been ap- 
pointed sales manager of the Croup 
\V 1 V station 
in Boston. He 
succeeds Ken 
neth Mac Don- 
ald who has 
been named as- 
sistant general 
manager of \\ J/ 
- 1 V in Balti- 
more. 

Tv A R, the 
rcprcsentat iv c 
firm for the Group W TV stations, 
was Henderson's association prior to 
December 1 963 when he joined the 
Boston station lie joined I v A R as 
an account executive in 1959 when 
it was formed, having had over 
11) years previous experience at both 
the agency and station levels He 
started at WBAL-1V Baltimore as 
talent and producer-director, and 
then moved to WFIL-I V Philadel- 
phia as producer-director. 

With time out for Marine Corps, 
service, Henderson's career subse- 
quently included two vears with A I 
Paul Lefton as assistant to the vice 
president in charge of I V in the 
Philadelphia of I ice; broadcast su- 
pervisor on major accounts at Cirav 
and Rogers Advertising 

Supermarket TV spots 

NBC— Hugh Downs TV show . 
Com. duration, to serve as basis for 
new supermarket sales promotion 
game. Customers match windows in 
card, picked up free at supermar- 
ket, with scores published in store's 
newspaper ads. Downs, in radio- 
I V spots to be placed and paid 
for In individual supermarkets, w ill 
introduce game to hv.il markets 

( <>m< e nt rat i< n last week began 
10-week run at 'U l'uritv stores, 
San Francisco, moves on to "three 
or four" additional food chains ui 
April and June 
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FM listeners becoming "mass 1 



Study by Portland, Oregon station shows that FM listeners still hsnri 
above-average characteristics but are approaching "general" levels 
even though they listen to FM during TV's peak viewing hoyr 



With considerable attention 
focused this year on FM 
broadcasting at the NAB conven- 
tion, radio-TV admen are showing 
more interest in qualitative studies 
which establish new boundaries for 
the special-market FM audience. 

One of the latest studies in this 
area, now the subject of new pro- 
motions to timcbuyers and account 
personnel, was recently completed 
by KPFM, an independent outlet 
whose FM signal covers the Port- 
land, Oregon, metropolitan mar- 
ket. 

Seldom are FM stations equipped 
with cither the research facilities 
or budgets necessary to accomplish 
much more than a surface fact-gath- 
ering. The KPFM-commissioned 
study — which the station claims 
is "the first time an attempt has 
been made to measure FM listen- 
ing on an individual station ba- 
sis" — is therefore of considerable 
significance to agencies which may 
feci the FM audience is a small, 
oddball, a typical group with a sky- 
high average income which divides 



its time between going to concerts 
and driving around in racy sports 
cars. 

Perhaps the most significant fact 
which emerged from the KPFM 
study, made under the direction of 
psychology professor Dr. David Sel- 
lers of Lewis & Clark College, is 
that the FM audience isn't so very 
unusual after all. 

This doesn't mean that the claims 
for above-average income in FM. 
homes are wrong. What's happening 
in FM is something like the socio- 
economic audience factors in color 
TV homes; as the medium becomes 
more widely used, as its penetration 
grows greater, the over-all markt 
begins to lose its "specialized" as- 
pect and more closely resembles 
the "average" home. 

In the case of Portland, Ore, 
KPFM learned, through a combi- 
nation of random phone and ques- 
tionnaire sampling, that FM pene- 
tration in Portland is now almost 
one out of every four homes — 
39.4% (In numbers, this is an es- 
timated 112,870 homes). Median 



incomes for FM are substantia 
higher than among non-FM ■ 
owners; 22% of the FM set ovifRilj 
said they earned over 510,000 
year as compared with 10% of npl 
FM set owners reporting compa 
able figures. There was, howe?C 
"no significant difference in FM M 
ownership" from the $10,000 basj 
ket downward. 

Audience tastes in music ■ — 
the staple element of FM pragma | 
ming — also ran more towar 
"mass" than toward a "specializie 
taste. Light classics, jazz and fal 
music rated high on the audient 
preference list. 

One area in which FM home at 
tivitiy does not merge with nrjsrt 
patterns in that of TV viewing, 

"The FM audience apparent 
shows no great interest in t.el#v 
sion." reported KPFM last Wit- 
"Only 18% of those who said tlu 
listened to KPFM purchased a Ilijj 
vision set during 1963, while 30' 
of the non-listeners reported pu 
chase of TV sets." 

Furthermore. FM listening, uij 



WHEN FM LISTENING TAKES PLACE 

Share of Homes Listen inn to FM on Dailv Basis * 



TIME 

6 a.m. noon 
Noon 6 p.m. 



MON. THRU SUN. MON. THRU KRI. 

4.36'? —1 2.500 homes 4.48 r f — I 2.850 
h.Wr — 18.050 homes 5.87 r r—l 6,840 



6 p.m. Midnight 6.4 <7f — IS. 550 homes 8.0%— 22.450 



SATURDAY 

5.24<? — 15.040 
6.64%— 19.000 
4.9 r ; — 14.050 



SUNDAY 
3.15% 9,000 
7&% 20,100 



3.85' 



1 1 .000 



Effused on research study conducted for Kl'fM Portland, Ore., by Dr. David Sellers, Lewis & Clarke College 
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audience 




This new road to p li > sical filncss is I he bnihislonii of Doiin (olce of 
NIIKW West Pnlni 1 1 each lo put mm extra push behind I he l.irgesr vpoi 
schedule ever run b> I lie local I'cpsi people in Ilie market. Il's on behalf 
of I'atio Diet Cola. On t lie Ihcorv llmt «hile niosl Americans don'l 
exercise, almost :ill drive cars on :i regular basis. Colee came 1 1 1> willi 
I lie series of one-iiiiuule capsules. Slrongnuin \\ c\ Hardin, lierc urccliim 
l':ilni lte;icli ltoltliuu Works head Frank I'ra/icr, del nils Dwiamic I eli- 
sion exercises which listeners cwi perforin w hile driving or ridiiiK riuhl 
in their curt. Series is nircd llironchonl I he dav and ev eninu. 



ike AM listening generally, runs 
lamewhat parallel to '1 V viewing, 
fhat is, when TV families are 
patching TV (at the current rate 
>f six hours daily nationally, ac- 
ording to A. C. Nielsen Co., with 

| mg peak period — 65 r c veiwing — 
anding in the 8-10 p.m. segment 
jit night), FM homes are often 
I pending their time listening to FM 
nstead. Sellers' findings showed that 
"average listening to FM per home 
.S 15.65 hours per week, or 2.24 
Sours per day, and peak listening 

I occurs between 6 : (X) p.m. and mid- 
night, Monday through Friday." 
i The survey itself was a three- 
r>ronged study of statistical data 
gathered through a random sample 
>f 1 ,(HH) completed telephone calls 
n the Metropolitan Portland mar- 

| pit of Nu It noma h, Washington 
hnl Clackamas counties in Oregon, 
tnd Clark county, Washington. 

i Puestionnaries on listening and 
mying habits filled out by visitors 
iO the Portland Boat and Trailer 
>how in February were also used, 
kluk a random sample of listening 
preferences and demographic data 
pbtained from questionnaires 
Trailed to KPFM program guide 
ubscribers. 
Said KPFM manager Del Leeson: 
"We believe we know more about 
Hir audience than virtually any FM 
tation in the con ntry. We know 
iow many, when they listen and 
o which stations. We know what 
ind of cars they drive, their in- 

1 onie. what they spend for grocer- 

i es every week and whether they 
■•refer plane or train travel. We 
■vert know what they plan to do 

1 vith the money they save from the 
icw Federal income tax cut: a ma- 
orjtv are either going to save it 
>r invest it in the stock market or 
n mutual funds." ■ 



MBS adds three 

New stations joining the Mutual 
Broadcasting System are: WJl'N 
Mexico. Pa., operating with 1 kw 
on 1 220 kc. owned and operated 
by Lewiston Broadcasting; \\ FIC 
Charleston. 111., operating with 1 kw 
on 1 270 kc, owned by Friendh 
Broadcasters; and W DO 1 Burling- 
ton, owned In Hunter Broadcast- 
ing, operating with 1 kw da) time 
and 250 watts night on 1400 kc. 

Stock conversion delay 
by Gross Telecasting 

Gross Telecasting. Inc.. owner 
and operator of W JIM (AM-FM A: 
I V) Lansing, has deferred for three 
years the date for conversion of the 
Class B common stock into common 
stock. An amendment of the \r- 
ticles of Incorporation pushes the 
date up to March 31. I W>7. 

The regular quarter!} dividend of 
40 cents n share was declared on 
the common stock, pav.ible May 1 1 . 
I l )64, to shareholders of record at 
the close of business Apr. 24. 
1964. The quarter!}, dividend of 



seven-and-a-half cents a share was 
also continued on the Class B 
shares. 



New outlet in Windsor 

CkW W signed on the air Mar. 
2 l ), vv ith a signal reaching down into 
Detroit and 1 oledo. as well as 
Windsor. Ont. President of the new 
com pa m is Rovce Frith, who has 
done a weeklv show on the CTV 
Network and now does a daih talk 
program on CK WW . Robert W il- 
lan is operational sales manager 
and Norm \ldred is program man- 
ager 



More WSB-FM stereo 

W SB (PM) Atlanta, the most 
powerful l .M station in the state, 
has expanded its broadcasts of ster- 
eo nuiltiplex music to include the 
full dav . from its 7 a m sign-on to 
the midnight sign-off One of the 
pioneers in Southern stereo bro. d- 
castmg. the station operates with 
100 kw 
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Three AP committees 
study broadcast wire 

The Associated Press' recently 
announced intention of reevaluating 
its service to broadcasters in view 
of new trends in newscasting was 
not an idle one. Three study com- 
mittees made up of members of the 
AP Radio-Television Assn. will 
put into effect a three-pronged na- 
tionwide survey to seek qualitative 
data on broadcasting patterns, us- 
age of the AP broadcast wire, and 
unsatisfied station needs. Returns 
will be classified according to both 
station power and geographic lo- 
cation. 

The three committees and their 
chairman: Fact Finders, Tom Fraw- 
ley, WHIO Dayton; Watchdogs, 
Jay Crouse, WHAS Louisville; and 
Wirephoto-Photofax, Grant Price, 
WMT-TV Cedar Rapids. Commit- 
tees were chosen, said APRTA 
president Robert Schmidt, with a 
view to equal representation by 




YOU SHOULD HEAR 

M. Jay Corrington, Radio Operations 
Manager of KODK, .lopliii, Missouri, 

says, "First let me say I believe the 
CRC library was designed by Radio 
Men . . . I believe our image in the 
minds of our advertisers and listeners 
has improved greatly . . , Sponsor Iden- 
tification Jingles . . . the greatest . . . 
uive a local advertiser closer identifica- 
tion with his national produce, but 
builds a t/mditv image for his business." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 



both large and small stations and 
will work in liaison with AP bu- 
reaus and officers of AP state 
broadcasters associations in their re- 
spective areas. 

Both the Fact Finders and the 
Wirephoto - Photofax Committees 
are expected to employ the ques- 
tionnaire technique. The Watchdogs 
will keep an eye on the broadcast 
wire's over-all performance in cov- 
ering the news, with special atten- 
tion to writing, processing, and pack 
aging to meet the special needs of 
broadcasters. All three committees 
will submit their findings to the an- 
nual meeting of the APRTA board 
next September. 



RAB ups Birchfield 
to head member push 

Lewis P. Birchfield, a regional 
director since 1961, has been named 
RAB's director of member devel- 
opment. He's 
directing the bu- 
reau's efforts to 
broaden its 
member ship, 
while continuing 
t o administer 
the RAB Sales 
Clinic's one-day 
course in radio 
sales manship 
which the bu- 
reau offers on an individual basis 
to member stations. 

Birchfield brings to his new job a 
background in both media sales 
and retail advertising. He has 
served on the sales staff of WDSU 
New Orleans and the promotion 
department of the New Orleans 
Times Picayune. He was advertis- 
ing and promotion manager in 
Sears-Roebuck's southern territory 
for almost six years. Prior to join- 
ing RAB he was also general man- 
ager of WFA1 Favettcville. 



$325,000 buys KMBY 

KMBY Monterey has been sold 
by John L. and Muriel L. Bur- 
roughs for $325,000. Buyer is Stod- 
dard J. Johnston, formerly presi- 
dent and general manager of KRGV 
and KRGV-TV Weslaco, Tex. 
KMBY is a fulltime station operat- 
ing on 1240 kc at 1 kw days and 
250 watts niiiht. 




Birchfield 



WARM WSBA lead off 
RAB's 'College Plan" 

Susquehan na Broadcasting" 
WARM Scranton and WSBA Yaj 
Pennsylvania, are first subscriber 
to Radio Advertising Bureau's "Co 
lege Plann," agreeing to underwrit 
plan on behalf of Pennsylvajf 
State University. Plan makes RA 
sales material available to college 
and universities at nominal cost i 
spur to interest more college-trainee 
sales-oriented young men and 9H 
men in radio careers. Also enrolle 
under plan is Kansas University 
Material includes complete backlo 
of RAB sales and research studie: 
as Well as weekly mailing of currer 
matters. 

Commenting on action by Penr 
sylvania company, RAB Preside* 
Edmund C. Bunker said: "I woul 
like to salute the Susquehanna Jfef 
ecutives who saw need for traicie 
sales personnel and administrate! 
within our industry, and decided t 
do something positive about it. 

"As our industry grows in in" 
portancc to advertisers, and in th 
number and variety of its advet 
tisers, the shortage of trained pec 
pie may someday be our grave* 
problem," he continued. "Onl 
through corrective measures III 
this one — instigated and suf 
ported internally by broadcasters- 
can we begin to attract some f 
the intelligent, educated young jsgc 
pie we will need within the ne* 
decade." 



Schlosser tops ABC's 
ad, sales development 

Don S. Sthlgi 
ser has been if 
pointed direct"? 
o f advertista 
and sales dp®' 
opment far AUN 
Radio. He to 
been ad?e;FU> 
ing coordiwatf 
and manager c 
sales devflfft 
mcnt since Jul 




Schlosser 



1961. 

CBS was Schlosser's affiliatiff 
prior to joining ABC as a sale 
promotion writer. With CBS fifi 
years, he had been a memher 4 
the press department. 
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W\MU \'OTO\' BURPAl . Was in t . I . , \pri 1 1,1-4. 

Spending Mood With t\ e rhastrnin lf-« ami • at i ' t > * \ • 

Sustained t ion bet ind 1 1 t m , Iroadcast r >n c er up wi t - 

meree Depart ent pr dicti nor cord \9 f U si, 

products advert i s d on \ --from pwin- it ar . 
soap to sott drinks. o rc « sa s t at t r t ' r 
ous t inane ial 1 aunchin pad t N4 Q ' 1 1 i o 1 p rs 
income in 1 9 3 , consult r ar sus t a in in t • e p d it 
mood that made new i hs in \ear- nd r tail sal r 
that v ear . 



Ciearet s 
Included 



The Bu sines*; and De£en-e ^ r\ic Admin i trati ia 
backed down from its utlook po ition t at v» ci a- 
ret sales ma> not prov an exc ption, ov r t .< ar's 
course. Outlook [precast was or "r lati 1 eta 1 " 
cigaret sales in 19^4 , and A ricult irt D Dart < t ' 
recent report of an all-time i in ci ar t smo in 
for 1963 indicates a o en turn ur to carr ov r . 

Majorit} observers bot in and out of v r t 1 at t 
Commerce's Outlook viewpoint. I actors i add i t i t 
19o3 momentum are 19 4 i nc ri as 



in i n c m 



an 



p 1 a - 

t i on ; an expected psveholo ical swine c k , a t antar 
over Smoking and Healtt rept rt dies d wn , and a <= eras 
rest arch p rograrnmin buov s p op* of ca f r <=mok c . 

Recent 1 \ reported litt in Ma rcb sales announced \ t r > 
ican Tobacco and Ligett and M\ ers sc m to tar ju t 
stability pred ic t ion . 

Rea ssurance of sustained sales a \ make it ea c i r t r 
c ica re t advert i sers to accept co proni = « s in r ad- 
cast commercials a pproa - 1 . 



And Alcohol ic 
Beverages. Too 



It might be apropos to m nt ion her t at t e r v p ard 
hard liquor (s h . sales t ro i xodka t -> rard\ w r all 
substant iallv up in 19 3 . and will pr^ a 1 k d or t e 
up side in 1 9 4 \o a 1 co ol ic \ ra r - w *•■ «t r 
imbibin , in anv media ad v r i ■= in -- 1 si a i <= ro 
young marrie to season d p i «t icate . i a r c c 



Much has been made ci ar t ■ a>- r* ' p ir t 
weeks of 19 4. A ricult u r ' s It a 1 all. 



billion retail ci a r t <= a 1 s t or 1 



rl 



January . 19^4 dip in t axa 1 ova 1 g : < 

January, 19o3. But A ric 1 1 un p int<= o it 
1963 taxa le sal s u r t a all t i 
six percent up over t ■ sa nt i * 19 



In its look-ah ad r r 19 4 . A ric J It r p p 
there will e a d i l r c f w n r -rar 



i s 



of. the bmokin arte 



alt 



p rr a d 



The Departm nt sa\ c it n « 2 r 
vent urine t st' a un *" «; 



r*" r 



t . 
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"Longer term impact depends not only on wide public a,t~ 
tention given to the report, but also on developments 
generated by the report . " 

The "developments" would include such moves as FTC ' s 
proposed wa rnings and curbs on cigaret advertising ; 
crash programs by HEW , and local groups to wa rn the 
young away from smoking ; and on the cheerier side- 
success of safety research programs. 



Smokers 
Set Record 



Agriculture' s profile of American smoking for 1963 shows 
a record 524 billion cigarets consumed, 3% more than 
in 1962. 



Per capita rate was 217 packs a year , for those 18 and 
over , a 2% rise above 1961 and 1962 years of no change. 
Filter tips grabbed nearly 58% of the total 550.5 bil - 
lion cigaret s produced in this country last year , as 
against 42% nonf ilter. In 1962 , the split was about 
54. 5% filters and about 45 . 5 nonf ilter . 



Cigarillos , 
Cigars Do Well 



King-size filters gained 12% in 1963 over the previous 
year — a gain that more than offset a decline of about 
8% in regular size nonf ilters , Agricul ture says . 

Cigars and cigaril los are bowling merrily along --the 
trend apparently having started well ahead o c actual 
publication of the Surgeon General ' s Smoking and Health 
report . Agriculture says the 1963 total consumption was 
7.2 million, highest since 1923 , with additional sharp 
gains for the cigaret-size in the final quarter . 



Car Sales 
Speed Along 



As for noncontroversial product s , Commerce ' s Outlook 
series , slightly less dead pan than usual . predict s glow- 
ing futures in 1964 for TV favorites : Cars , soaps and 
detergent s , soft drinks , appl iances , candy . bake goods , 
toys — you name it and it ' s up . New cars sold in the 
first four months of the 1964 mode 1 year (Oct . 1963- 
Sept . 1964) were at annual rate o£ 7.5 mil 1 ion — almost 
6% above comparable period of previous record-breaking 
1963 model year , and "the most favorable start of any 
model run , " says Commerce Survey. 



In dollars it spel 1 s annual rate for sales of cars . 
tires and accessories of $23.3 bill ion in calendar 1964, 
topping 1963 annual (calendar) rate of $22.3 bil 1 ion . 
Commerce finds sales of intermediate size cars continu- 
ing to chew into sales of compact s and import s . revers- 
ing earl ier trend toward smal ler cars . Standard s edged 
up from 59% to 60% of the market at this point in the 
1964 model year. 

Trade-up continues with one-in-f ive families in two-car 
class and even modest car buyers going in for air con- 
ditioning , and V-8 over V-6 engines . 



Will oversee community affairs 





On general manager Mike Sh:i|)iro\ right is his new righl-lKiittl-mini 
George t'llcv, jusl named adminislralit e asMslant Id .Shapiro for VI F.\ \ 
(AM-b'M X I \ ). His special area will he loimmiHilv relations and 
service which has become so demanding as to require f nll-linu- in.in.im~ 
mini. I 'lit v, »ho brings ncarl> l>vo decades of broadcasting experience 
lo his new post, has heen uuinager of V\ !•' V \ radio for the past sin \cars. 
a job which will now he filled b> Dan 1 1 yd rick, Jr. (!). 1 1 \ d rick, s been 
account e\ec. at Willi llallimore, general manager of NNCM .Norfolk, 
avsistanl to the president of Metropolitan Broadcasting in Kansas C'il\, 
general manager of Klt()\ Dallas and sales executive for K I \ I . Dallas. 
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Routt buys piece of 
Rayville stations 

I'dd Routt, vice president anil 
general manager of KNOT Monroe. 
La., for the past four and one half 
wars, has purchased 49T interest 
in KRII I Rayville, La., and as- 
sumed duties of operating partner 
there April I . Sellers A\cock. Jr.. 
has been sole owner of KR1H for 
two \ears. 

A career which began with the 
MeLendon Corp. in Dallas, has 
since led Routt into various fields 
of management at many stations 
throughout Texas. 

N.Y. Broadcasters boost 
transient radio audience 

AKvavs on the lookout to pro- 
mote radio, the New York State 
Hoardcasters' Assn. has mounted 
i campaign to put "More Radios in 
hotels and Motels," with a parttcu- 
ar eye on the more than 70 million 
People expected to visit the World's 
-air. 

Under the direction of the Special 
'tojects Committee, Steve Labunski 
WMCA v. p.) as chairman, the 
irive includes both live and record - 
d announcements and community 
Projects. For instance, one opera- 
lonal plan calls for local stations- to 
uppk the hotel or motel with sev- 
ral reasonably priced radio sets. 

he.se are to be kept in working 
•rder b\ each station's engineering 
lepartment. The sets are left at the 
lotel or motel desk with a sign 
ndteating that they can be rented 
•vernight for a nominal fee. This 
loney is turned over to the station 

ntil the sets are paid for. After 
hat. rental money goes to the motel. 

3utte stations merge 

There'll be one less station on the 
<ial in Butte. In one of the infre- 
uent station mergers, KBOW, Inc., 
as acquired the assets of KOPR for 
1*0.000 and will retain the lat- 
:r's frequency (550 kc with 5 kw 
ower days. I kw nights), deleting 
ie frequency of its own less-powcr- 
Jl KBOW '(1490 kc with 1 kw 
ajs and 250 watts nights). 

Principal stockholder of KBOW, 
i.e. is Richard R. (Shag) Miller. 
•OPR was owned by Copper 



Broadcasting Co.. which also owns 
KOHL Billings. 

George Hatch, chairman of the 
board of Intermountain Network, 
is Copper's principal stockholder. 

Negotiations were handled b\ 
Edwin Tornbcrg. 

KNOK to build FM 

On another new -station front, 
KNOK Dallas-Ft. Worth received 
a go-ahead from the FCC to build 
an FM station, which will prob- 
ably be on the air 24 hours a da\ . 



— r 



WNDY, signs on air 

WNDY Indianapolis signed on 
the air mid-March, featuring a for- 
mat of modern-st) led folk music, 
news, and station-produced vi- 
gnettes. 

It broadcasts with 5-kw power 
at 1500 kc. 

The station is owned by Douglas 
D. Kahle, Fdw in 1 ornberg. and 
l ; d ward Wetter. 

Tom Howard is general mana- 
ger and Roger Kile\ is sales mana- 
ger of the new station. 
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Tape wrinkles abound in 
both TV and radio 



New developments in tape recording 
for air media put stress on portability, 
sophisticated editing, and automated 
operations. Here's a special news roundup 



Tape recorders, both video and 
audio, are back in the news this 
month, with several developments 
announced which should add to the 
versatility of electronic recorders in 
the production of programs and 
commercials for TV and radio. 

One new development, hatched 
by network offshoot ABC Engineers 



and General Electric with an assist 
from Eastman Kodak, combines 
some of the elements of video tape 
recording and film photography to 
produce a brand-new type of kine- 
scopes. Previewed at the recent 
NAB meeting, the "Electro-Photo- 
graphic Recorder," as ABC calls 
it, by-passes the usual kine process 



Ampex-developed Editec made possible current "Science in Action" episode with 
100 splices in 25-niinute show. Here, director Dave Parker (/*.) discusses scene 
with program host Dr. Earl Herald (c.) and Arnpex consultant Joseph Roizen. 



of photographing a TV image as tr 
moves on a picture tube scjjgifti 
Instead, the system shoots the T¥ 
electron beam directly at motipff 
picture film, rather than a TV pic- 
ture through an optical system. : 
Thereafter, the film goes through'] 
a development and printing proMfl, 
and is ready for use. 




ABC's new gadget is a step up 
from kinescopes (distortion from 
picture tube face and lens \\ stem 
is" eliminated) and even skips the 
need lor conventional "I V line 
standards converters. It is also a 
| cousin of I V tape, which puts an 
electronic signal directly on tape 
through a recording head, rather 
than through an optical system. 
Possible future uses: high-quality 
film prints for spot I V use of taped 
, I'V commercials and shows, plus 
prints of live/ tape TV events that 
can be shown in theaters or on large 
projection screens. 

Hottest new area in TV tape re- 
corders is that of transistorized 
"portable" units. Generally speak- 
ing, such units do not have the con- 
trol-board flexibility and picture 
quality of the larger TV tape units, 
bin they com less than half the price 
of the big Ampex and RCA record- 
ers and have a number of applica- 
tions and advantages. 

One recent break-through in port- 
able TV recorders was announced 



by Precision Instrument ( onipany 
and Maclitioiucs, Inc. Now, a tape 
recorded on one of Precision's com- 
pact recorders, generally used in 
closed-circuit I V applications such 
as commercial-testing or I I V, can 
"be replayed immediately on a 
Machtronics' recorder for broad- 
casting." Such interchangeability is 
likely to be instrumental m further- 
ing the spread of commercial I V in 
Latin American countries, such as 
Mexico, where initial costs of f n II- 
si/ed video tape equipment is a 
major hurdle. 

The big electronics producers are 
extremely active in miniaturizing I V 
tape recorders as well. At the re- 
cent NAB convention in Chicago, 
a featured highlight of the RCA ex- 
hibit was the demonstration of 
RCA's trio of compact TV tape 
machines: the I R-3, a playback- 
unit; the TR-4, n compact and low- 
cost record-playback system, and 
the TR-5. a portable (in the sense 
of a Volkswagen station wagon and 
good set of muscles) recorder for 




field use I he units aic all colorized 

I he Anipc\-dc\<JojH.-d I dilcc. 
now used in such studio install iinnis 
as \ ideota|V Productions of New 
York, I oronto's Advcrtcl and the 
NIK* color studios in Burhjiik, has 
already given new editing dimen- 
sions to the production of tape unn 
mercials (See SPONSOR, March 2, 
I V64. p. 54). Now, hdiicc is making 
its mark in (aped program pioduc 
(ion as well. 

Last month, an episode in the 
Science in Action series, produced 
by the California Academy of 
Sciences and syndicated to stations 
as a public affairs series, became 
the first taped TV show to be shot 
using automated electronic editing 
Within the 25-minute show, which 
will be seen this month and next in 
a number of major markets, there 
are approximately 1 00 electronic 
splices ranging from four frames 
to five minutes in length. These in- 
clude closeups. time-lapse effects, 
frame-by-frame animation. I n the 
opinion of Ampex, "such effects 
were virtually impossible on video 
tape prior to development of the 
Hditec system." Scene of the tele- 
cast, incidentally, was the video 
training center of Ampex at Red- 
wood City. California, with Ampex 
consultant Joseph Roizen as guest. 

In the realm of audio recording, 
the twin trends of automation and 
transistorization continue to roll 
along, with sound recording and 
play back" devices becoming more 
portable and more automatic all 
the time. As in \ ideo recording, 
where such developments as the 
Japanese-made Sony portable 1 V 
tape recorder, the British-made 
Marconi and Pye cameras, and the 
German-developed BIT Vid-E-Dit 
62 tape editing unit, are making 
inroads. Japanese. English and other 
foreign audio tape devices ha\e be- 
come an influence. 

Automated tape hardware — prin- 
cipally, tape cartridge sy stems 
whereby stations can play commer- 
cials, station breaks, programs, etc. 
without the bother of red-to-rcel 
playback — is now available from 
many sources. These include, to 
name some major producers Auto- 
matic Tape Control, Inc.. Collins 
Radio. I lectra Megadyne. Inc . 
Gates Radio. \l.i Car I a. Inc . 
RCA. Sparta Electronic Corp . \ is- 
u a 1 Electronics (Spotmasicr) ■ 
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Cool ghoul picked by Lon Chaney 




% Horror movies are getting to be a bit oldhat on TV, and what's needed 

g these days is something to jazz up a shock-movie show a bit. Such 

H a restorative was found recently by KSLA-TV Shreveport, La., for its 

B "Terror on Saturday Nights with Evilum" seres, a feature show hosted 

S by a Charles Addamsish monstress of ceremonies. She offered a small 

| prize to the program fan who designed her the "worst" monster. In 

M four weeks, there were some 5,000 entries submitted. Payoff exploita- 

5 tion came when the station booked a large exhibit hall, showed off the 

= "folk art," and imported movie monster Lon Chaney (left, see photo) 

g to help Evilun judge the winner. 

iiiiiiiniiiiiniiiiiiiiiiiiiii'n 77 



Newest film programs 
ride sales trends 

Steady product buying by stations 
in the syndication market — much 
of which eventually becomes spot 
carriers for national and regional 
advertisers — is clearly reflected in 
the latest round of sales reported by 
syndicators and distributors. Many 
of the sales are part of the heavy- 
weight push given new properties 
in the rerun market in the wake of 
the recent NAB convention. 

Here are highlights of current 
activity among syndicators: 

MCA TV is getting ready accept- 
ance for the 167-episode Wells 
Fargo series recently launched in 
syndication. The half-hour off-net- 
work scries, in the first two weeks 
of national selling by MCA, was 
signed by stations in 22 markets. 
Noting that there are no half-hour 
westerns scheduled on networks this 
fall, MCA has also decided to put 
another 30-minutc rerun oatcr in 
syndication: 75 episodes of The 



partitre from 'old hat' techniques . . . 
The Money Maker's Sponsor Identified 
jingles ore a real boon. They are orig- 
inal and unique for both Station and 
Sponsor alike." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 
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Tall Man, starring Barry Sullivan. 

CBS Films, which staged its 10th 
annual sales meeting in Chicago dur- 
ing the NAB conclave, is also rid- 
ing a western trail in syndication, 
having launched a 156-episode re- 
run package of Gtinsiitoke half- 
hours under the Marshall Dillon 
title. Some 10 markets were sold on 
a pre-release basis for a gross of 
more than $650,000. 

Jayark Films Corp. this month 
totalled up its first-quarter sales, 
particularly of its Blockbuster fea- 
ture-film package, and discovered it 
had just racked up "the strongest 
sales record of the past three years." 
Since the first of the year, 24 sta- 
tions have signed for the firm's 
latest feature package, including 
outlets in such major markets as 
Los Angeles, San Francisco and 
Boston. 

Four Star Distribution Corp., 
which is placing most of its sales 
bets this season on comedy reruns, 
has been locking up some early 
large-market sales (New York, Chi- 
cago, Los Angeles, Washington,- 
Detroit) on its Ensign O'Toole 
series. Four Star has high hopes for 



the scries as programming materia! 
for stations in early-cvcning time or 
in the late night 10:30-1 1 p.m. slot, 
largely returned to stations this f|lj 

Seven Arts, whose latest pac^P 
is the big (215 pictures) Uni versa 
feature backlog, has been selling tfic 
post-1948 group briskly in reccf 
weeks. Outlets in seven of the tfi, 
10 U. S. markets have bought im 
Volume 9 package, and the mtim 
total is over 20. 

Screen Gems, which is also tnlft- 
kcting a large post- 1948 pacjew 
this sales season (2 1 0 Columbia pic- 
tures), has rung up an impress©? 
score so far: 50 out of the top SI 
market, with a total of over 158 
stations signed for the picture grQfl|H, 

1TC, doing well in syndication 
with its Jo Stafford Show, has s£#fsd 
steady sales with its feature: pass- 
ages (Jungle 4, Edward Small, 
(ion Theatre),., its kiddie-appm 
shows (Snpercar, Kntnar, Mrmfr 
Stallion, etc.), and various aetioti- 
ad venture scries. United Artists TV* 
whose sales emphasis this season U 
on Bat Masterson, has reachwH 
total of 123 station sales on tM 
half-hour western adventure series. 




YOU SHOULD HEAR 

John S. Booth, General Manager of 
WCHA, Chambersburg, Pa., says, 
'Without a doubt, CRC offers the finest 
Library Service on the market today. 
The sound is modern . . . a strict de- 
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ADVERTISERS 

I George Condon appointed public 
chitions manager of Albcrto-Cul- 
er Co. He was formerly CBS press 
hicf for the midwest, hcadquartcr- 
hg in Chicago. 

Howard Gray, advertising man- 
ger of R. J. Reynolds Tobacco Co. 
nee 1957, promoted to the newly 
reated post of marketing manager, 
lis successor will be Robert Rech- 
ohz, 

Waller V. Flood appointed ac- 
Hint executive for Prestolitc Co., 
oledo. Since joining the company 
i 1949 he served as a wire and 
ible representative, a spark plug 
rrilory representative, die casting 
. aid small fractional horsepower mo- 
I jir fields salesman, and most rc- 
rntly as product sales manager, 
tell niotOrs. E. P. Lockhart appoint- 
I li an original equipment sales 
'p. for Wisconsin. Iowa and llli- 
>is, He will headquarter in Mil- 
aukce. 

t | Mrs. Gladys D. McKinnon named 
lvcrtising and sales promotion 
anager of Aeroceuticals. Inc. As 
anager she will supervise the 1964 

I jV'ew Directions'* program for deal- 
's. FormerK. she was associated 

• nth her husband. Howard J. Mc- 
Jnnon. in advertising and public 
lations for retail stores in the 
Hdgcport-New Haven Watcrburv 
ea. 

Robert L. Jenkins named to the 
tvf position of product manager, 
additional food sales, for H J 
"in/ Co.. responsible for market- 
*: program mine for quantity food 
•rvi.ee product lines sold to hotel, 
••taurant. drive-in. vending and in- 
Mutional feeding customers. 

Carl E. lantz, formerly v ice presi- 
• nt of marketing for the Admiral 
fl rp.. appointed assistant to the 
yxcral marketing manager for Phil- 
ip Corp.'s consumer products divi- 
v »n. Donald F. Johnston, formerly 
v *e president of marketing for the 
h}» co Manufacturing Div. of H. F. 
( HxJri -li Co.. nnnointed to sales 
tinning manager for television. He 
"ceeds John J, Kane, recently pro- 



Eugene R Pitlif ant n.mi d du l«. 
tor of marketing l.hhK division 
< K.iitinc I ihkI Product \ ill.i I'. irk 
111. I or I lie past three u irs Ik Ii.is 
been director of sales ft r I) I 
Clark ( o . Pitishurch 



moled to assistant national sales 
manager. Charles S. Grill joined the 
merchandising department of Philco. 
He was formerh advertising and 
sales promotion manager lor all 
consumer products at Admiral 
Corp. 

Bert M. Wal- 
ter named direc- 
tor of organiza- 
tion, personnel 
and industrial re- 
lations for 
C h e sebrough - 
Pond's. Inc. For- 
merly, he vv a s 
vice president - 
industrial and 
community rela- 
tions for Clark I quipment. Buchan- 
an. Mich. He was a founder and 
president of the American Society 
for Personnel Administration. 




li <///< 



John J Oakes, loniK rlv n ition.il 
sales manager of the I squirv, div of 
Key Ion. appointed nation.il s.iks 
manager ft>r Seabrook I .irnis ( t> 
based at ( arlstadi \ J 

Dr. James G. Affleck appo nted 
assistant general manager of Ameri- 
can Cvanamid's Consumer Produus 
Division Since joining the company 
in S949 he has been manager of 
the new product development de- 
partment, manager of rubber chemi- 
cals department, and most recently 
assistant general manager of the 
Commercial Development Division 

William H. Sapiro resigned as 
sales promotion manager of the 
Magnavox Co His resignation was 
a result of re-lt>cation of the sales 
promotion department. He was 
formerly sales promotion manager 
at Ben Sackheim. Inc.. advertising 
agency . 



Everett Taylor Martin, vice-presi- 
dent, public relations and advertis- 
ing. Jaguar Cars. Inc.. New York, 
named winner of the I ntemational 
Motor Press Association Annual 
Award for the most successful ac- 
complishment in the fieltl of auto- 
motive communications during 
1963. He is a former newspaper 
and wire serv ice man. a Jaguar v ice 
president for ten years, editor of the 
Javiiar Sewflriier, a monthly publi- 
cation, which was selected the top 
communications achievement of the 
year bv a panel of editors, radio/ I V 
production men. and heads of 
schools of journalism 

Charles R. Turner named advertis- 
ing manager of Nationwide Insur- 
ance's five-state \or< Invest Region, 
working out of Portland. Ore. 
Since joining the company in I9>0 
he has worked as underwriter, ad- 
vertising field servi *es supervisor, 
and most recently as cooperative 
advertising manager 

Donald Spangler appointed to the 
l'eneral line sales staff of Wellington 
Sears Co.. Chicago Since i lining 
the company in 1 95 A he Ii.k Kvn a 
salesman in its Philatlelfhi i off'i -e. 
where h v w ill be succeeded bv Ro- 
bert Kress. 
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Paul C. Castellanos and Robert 
Chapline appointed manager and 
assistant manager, respectively, of 
the World's Fair exhibit for the 
Borden Co. Castellanos is manager 
of promotion services bureau. Chap- 
line, experienced in the field of 
theatre management and direction, 
will take charge of the selection and 
training of exhibit staff personnel. 
The 10,000-sq. ft. exhibit, located in 
the Better Living Center, will fea- 
ture a musical production, "All 
About Elsie." 



Maxwell Sil- 

verstein promot- 
ed from adver- 
tising manager 
to vice president 
and creative dir- 
ector for pack- 
aging and print- 
ed media of 
Glamorene, Inc., 
Clifton, N.J. He 
joined the agen- 




Silverstein 



cy ten years ago as art director. 

Richard D. Knowles, eastern 
O.E.M. sales manager for Ra- 
theon's Industrial Components Div., 




YOU SHOULD HEAR 

Mr. Al Kahn, General Manager of 
VVAGR Radio, Lumherton, North Caro- 
lina, says: "CRC Library Service is the 
finest that we have ever had the occa- 
sion to work with . . . The sounds are 
completely up-to-date. The sponsor 
l.D.'s arc terrific aids. The </nality is 
outstanding, and the cataloguing is sim- 
plicity itself." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 
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promoted to industrial O.E.M. sales 
manager. Since joining the company 
in 1954 he has served in field sales 
for the Industrial Components Div. 

E. Clifford Frank regional sales en- 
gineer and corporate commercial 
manager in the South Atlantic Re- 
gion, succeeds Knowles and will 
make his office at Englewood Cliffs, 
N.J. 



Judy Frisch 

appointed public 
relations coordi- 
nator for Ideal 
Toy Corp. She 
has relocated to 
New York from 
Chicago where 
she was with 
Mayer & O'- 
Brien. She will 
b e responsible 




Frisch 



for the company's public relations 
activities with the trade media, as 
well as supervising internal and 
cutsomer relations programs. 



AGENCIES 

Robert L. Brownwell appointed 
production manager of MacManus, 
John & Adams, Inc., Bloomfield 
Hills, Mich. He 
will continue to 
handle produc- 
tion on the Pon- 
jk^Hfc -BPs tiac and Cadillac 
accounts. Robert 
B. MacQueen 
transferred t o 
the New York 
office as traffic 
manager. H i s 
Brownwell ncw duties will 

include supervision of traffic for 
Pfizer Laboratories Div. and Pfizer 
Chemical Sales Div. J. W. Ingham, 
45-year veteran of the advertising 
business, retired from the agency. 
He started in the business as an 
after-school apprentice in the pro- 
duction department of MacManus, 
Inc.. predecessors of MJ&A. 




Berton Helfner joined H-R Tele- 
vision as creative sales analyst. 
Mary Lee Allen named assistant to 
research director Martin E. Gold- 
berg at H-R. Helfner was formerly 
an account executive at Wood 
Grand Rapids, and Miss Allen was 
with Curtis Publishing Print Re- 
search. 

Stuart Mark Ganon named vice 
president in charge of creative pro- 
duction facilities of Smith & Dorian. 



He is the winner of first prize 
printed media for Ashland Oil C 
second prize in television for 
same client from the Advertil 
Federation of America 1962 T th 
awards or Amoco, including one 
the 1959 Rome Film Festival. 

Christopher W. Conway resign 
as executive producer and radM 
writer for N. W. Aver, New Y5f 
to join Lynn Baker, Inc. as direst 
of the radio and TV departmi? 
During his seven years with Ay/* 
he supervised commercial work 
films, videotape, recordings as w 
as live broadcast. 

Victor Armstrong joined T'J 
Bates & Co., New York, as v-:.\ 
president and account group he: 
He comes to the agency from AH 
Murden, Nystrom & Armstroi 1 
Inc., international public affairs t 
marketing consultants. 

J 

Martrn SB 
tery appoint 
vice president | 
charge of Ifei 
vision commi 
cial producti , 
for 

A d v e r t i sir| 

New York, 
has been as» 

ate producer 
the agency A 
the past six and a half years, 
ing had previous experience a|| 
Walter Thompson and Your' 
& Rubicam where he was 
of the early Bert & Harry PSJ 
Beer commercials. 

Herbert G, Drake elected vi] 
president of N. W. Aycr & San,,! 
Francisco. Prior to joining the age! 
cy in 1963 he was senior vice pM 
dent and director of Ted Bate! 
Co. and earlier vice president of 
Walter Thompson Co., New Yai 

Kenneth J. Ward, Jr., and Mm 
A. Hanlon promoted to account e 
ecutives; William V. B. Ni*©P> J 
and James J. Svec named assists 
account executives at Needhi 
Louis & Brorby, Chicago. AH 
men have come up through r 
agency's executive training prOgi'S 

Richard Ferber named to thf flfl 
post of creative administrate! 
Guild. Ruscom & BonfiglL S 
Francisco. Prior to joining t 
agency in 1962 as a copywriter, 
was copy chief of Richard N. WM 
zer Advertising. 




Slattern 




litirkt 



John D. Burke, 

v i c e president 
aiul manager of 
the creative de- 
partment, a p- 
pointeil senior 
viee presiilent at 
Compton Ad- 
vertising. 1 1 e 
joined the agen- 
cy in 1956 as 
a copy group 




Make 



Walter W. Bregman and John 
Kinsella, both former brand su- 
jrvisors, promoted to account su- 
jrvisors at Leo Burnett Co., Cbi- 
igo. 

Milton Schwartz promoted to 
ipS: supervisor of Kenyon & l:ck- 
( mlt, New York. He joined the 
•eticy in 1962. 

H. Blake 
Chatfield named 
public relations 
director of Ful- 
ler & Smith & 
Ross. Los An- 
geles. He is re- 
placing A. C. 
McCarroll, who 
resigned to be- 
come newswriter 
at NltC, Bur- 
ink. Chatfield was formerly with 
[TTV, in charge of the press in- 
rmation section of its public re- 
tiOns department. 

Jane Heil joined Mogul Williams 
Savior as a copywriter. She 
rved in the same capacity at 
acy's. and W'AVZ New Haven, 
id WHAY New Britain, Conn. 

Robert McElwaine joined Maxon. 
jc.» as director of product promo- 
>n 5 He has been executive \ ice 
resident of Paul Bradley. Inc., and 
■cviously senior account supervisor 

public relations of Interpublic. 

Carol Leonard, formerly a copy- 
" iter at Edward H. Weiss & Co.. 
ited the creative staff of Tatham- 
ird. Chicago. 

Pwifht Jarrell, former Detroit 
FWspaperman, named account ex- 
•iitve for the A. R. Gloster ad- 
'rtising Agency on the CKLW- 
M-FM-TV account. 

Tony Hillard named art director 
Ronalds-Reynolds Co., Toronto. 
I? has previously been with agen- 
ts and studios in London, Fng- 
Cape Town, South Africa. 



Evelyn Stern joined the radio and 
IV department of Iloefer, Dietrich 
& Brown. She was former!) with 
MeCaiin-M.irsch.dk, Neu York, as 
assistant art director, print and tele 
\ isiou departments. 

Nicholas Pap- 
pas, group 
head art director 
of Cunningham 
& Walsh, ""New 
York, appointed 
viee presiilent. 
His current ac- 
c o u n t assign- 
ments include 
"21" B r a n d s. 
Inc.. 1 1 off man 
Regis I'aper Co. 
Inc. 




t' tip pas 

Beverage Co., St. 
and Sterling Druu 



Robert T. Nugent to IV A rev Ad- 
vertising Co., New York, as a writer- 
producer in its radio/tv department. 
He formerly held the same position 
with Fletcher Richards. Calkins & 
H olden. 

Patrick J. Bohen, formerly with 
Foote. Cone & Belding, joined C. J. 
LaRoche, New York, as account 
executive. 

Stanley Winston joins Fladell Ad- 
vertising Assoc. as executive vice- 
president. For the past four and a 
half years, he has been promotion 
director of Red hook magazine. 

Murray Klein and Miss Sandi 
Butchkiss appointed creative director 
and copy chief, respectively, of 
Smith/Greenland. New York. 



TV MEDIA 

William P. Dix, Jr., general man- 
ager of WCHS-TV Charleston. W. 
Va.. named to the Board of Trustees 
of the United Fund of the Kanawha 
Valley. 

John Mileham promoted to di- 
rector of sales promotion for 
KTVH-TV Hutchinson. Kans. Since 
he joined the staff in 1960 he has 
been executive. Local Sales Divi- 
sion, and promotion director. 

Peter G. Robinson, director-pro- 
gram development: Bruce Lansbury, 
director-programs; Len White, di- 
rector-program projects; and Ethel 
Winant, associate director-program 
development were all recently ap- 
pointed to those posts by CBS-TV. 
1 I oil v wood. Robinson has been 
associate director-program develop- 
ment and executive producer since 
joining the network in 1961. Lans- 



Do your sales promotion and 
presentations ring the bell that 
gets business? 





I can do that for you! 

Are you hitting the right notes 
on your audience promotion and 
publicity horn? 




I can do that for you! 

Yet. and I've got the big mjrlet b ro i d- 
cat? experience, tuccett ttonet *nd rec- 
ommcnditioni f© prove 

I'M THE PROMOTION MANAGER YOU'RE 

LOOKING FOR' 

Writ® Box 100 for t etume 
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Duluth, Minn 35807 



fit 13, 1%4 



bury joined the network in 1959 
and has held the following positions: 
assistant director-program develop- 
ment, director of daytime programs, 
general program executive, and last 
October was named producer of 
"The Great Adventure" scries. 
White joined the network last May 
as director of program development. 
Miss Winant most recently was a 
producer for "The Great Adven- 
ture" series. 



Aaron Cohen 

named manager, 
program serv- 
ices, sales devel- 
o p m e n t, and 
merchandising, 
Partieip a t i n g 
Program Sales, 
NBC. For the 
past two years 
he has been 
director of re- 
sales development with 
New York. 




Cohen 

search and 
WCBS-TV 



Rocco N. Urbisci returns to KYW- 
TV art department after two years 
with the Army, serving with the 
Army Security Agency at Arlington, 
Va., and Frankfort, Germany. 




YOU SHOULD HEAR 



Al Lctgliton, General Manager of 
KDLM, Detroit Lakes, Minnesota, sa>s: 
"Spring came early to KDLM, for 
C.R.C.'s Program Service breathed new 
life into the safes force. Not just the 
sales force either, hccan\e the an- 
nouncers certainly enjoy the quality 
l>rodn( lion and music of the service." 



Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 
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Edward C. Carlson named assist- 
ant sales manager of WVUE-TV, 
New Orleans. He was formerly an 
account executive and eo-owncr of 
WJBW New Orleans. 

John Har: appointed bureau man- 
ager-correspondent of the CBS 
Owned Television Stations' Wash- 
ington News Bureau. He succeeds 
John Edwards, who resigned. The 
bureau will expand its staff to in- 
clude Ivan Scott, second news cor- 
respondent. 



RADIO MEDIA 

Irene Blanchard, former office 
manager and women's news com- 
mentator at WQMR-WGAY-FM, 
Washington, appointed the station's 
first woman account executive. 



William T. Mc- 
Kibben appoint- 
ed general man- 
ager of WGR 
Radio, Buffalo. 
He came to Taft 
from the Bala- 
ban station 
group where he 
was assistant to 
the vice presi- 
dent, headquar- 




McKihbcn 



tering at W1L Radio, St. Louis. He 
is vice president of the Missouri 
Broadcasters Association, is active 
in NAB. 

John O. Downey, CBS vice pres- 
ident and general manager of 
WCAU Radio, appointed by the 
Care Committee of Greater Phila- 
delphia to serve on their board of 
public relations advisory committee. 
Committee meets twice a year to 
establish policy directions for CARE 
public relations. 

Monroe G. Gordon appointed 
general sales manager of radio sta- 
tion WOLF Syracuse and the 
Northeast Radio Network, divisions 
of Ivy Broadcasting Co. He comes 
to the station after serving as re- 
gional sales manager for Universal 
Publicizes. Inc., Chicago. 

Claire Hughes, director of com- 
munity relations for KHJ Radio, 
Hollywood, accepted membership to 
the board of directors of the Wom- 
en's Division Executive Committee 
of the Los Angeles Chamber of 
Commerce. Miss Hughes is past 
president of the Los Angeles Ad- 
vertising Women and the Radio-TV 
Women of Southern California, of 
which she is founder. Ken Stratton, 



formerly with CBS Spot Sales, <M 
cago, joined KHJ Radio as stfi 
representative. 

Cy Cobey, Jr. appointed aecom 
executive of KOOL Radio Phoant 
He formerly served in the U.S. arjp, 
for two years. 

Don Bertrand appointed region? 
sales representative for WMT sta- 
tions. He comes to his new poshio 
from WEBC Radio Duluth. 



Dona Anderson, Graham 
and Michael C. Cary appointed t 
the Radio Advertising Bureau's n; 
tional sales staff. Anderson rejoi 
RAB after a three year absgri 
during which he was account ,e?r 
tive for both a New York rep IK 
and San Francisco radio static 
White was formerly an accouali" 
ecutivc with NBC Spot Sales, Ch 
cago. Previously Cary was an car 
tive with a national food broker" 
firm. 



SYNDICATION 
& SERVICES 

Sig Kgsiel appointed manager: 
supervisor for all theatrical and if 
evision activities in Latin Amerr 
for Seven Arts Productions TnfL 
national. For 20 years he was "# 
president in charge of Latin Arns~ 
can activities for Columbia Pietur 
Intcrnational. 



Jack W. Ha| 
drep named € 
Films' southeti 
ern d i v i s i S 1 
manager, head 
quartering In M 
lanta. ;Sihfi| 
1962 he Sf# 
manager of Jtt 
Atlanta offee. 




Wahircp 



Lawrence H. Rogers, II, prodden 
of Taft Broadcasting, joined TAC 
nine-man Broadcaster's Advisor 
Committee. He succeeds Da«1t 
C. Moore, president of Transeonli 
nent Television Corp. 

Robert Kuhl added to Visua 
Electronics Corp.'s west coast sale 
engineering staff. For the p& 
year he has operated his own bMSJ 
ness providing engineering semi 
to Bay radio" stations. Prior t< 
that he was with Gates Radio Co. 
Quincy, 111., where in 1949 he en 
tered broadcast sales as a saile 
engineer. 
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NO. 1 MARKET IN THE NO 12 STATE 



North Garollna's 
Golden 
Triangle 




TELEVISION M 

WINSTON SALEM / GREENSBORO H GH POIM 
Repfpse ted b, Pe'cs G* " >\ ooo «. '<s 



If you lived in San Francisco, . 




9 d be sold on KRON-TV 



